Forecast 6.9%. gain for busine: paper ad volume 


How to take pictures jor business paper publicity 


Harvester gets photo realism in truck campaign 


60 years of industrial ads show progress in methods 
What's happening in a market: $40 billion food industry 


Ten ways to get distribution for your industrial film 
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ENGINEERING AND MINING JOURNAL promised its subscribers in the world- FOUNDED IN 1866 


wide metal and nonmetallic mining. milling, smelting and refining indus- 





try an unusual outstanding issue in July. EX MJ told its readers through a 





series of advertisements in EX MJ that the July issue. “Mining's Greatest Era” 





would present a panorama of mining’s greatest expansion program plus “an 





outstanding display of advertisements prepared for you by the companies 





serving your industry. 








Pus i now ENciIneeRING AND MINING JOURNAL fulfilled its promise. This 


is why EXMJ is recognized by mining men all over the world for its out- 





anding editorial value... why EXMJ gets editorial readership and 






nportant to advertisers — advertising readership. 





Behind this outstand- 
ing editorial achieve- 
122 exciting pages of editorial content presenting, truly, a panorama ment...nine full-time 
editorial specialists, 
eighteen field cor- 
significant trends and developments... 64 pages with color, 58 respondents te the 






of world-wide mining expansion programs. To dramatize and clarity 







photographs, 16 drawings, 30 tables and charts plus... 253 United States and 

pages of advertisements — a new all-time mining publication high. the World News Bae 

reau of McGraw-Hill 

with offices in 7 

A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. foreign cities and 
~ 75 correspondents i 

a ‘60 other counted 
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Three of the Outstanding Values from 
ADVERTISING IN THOMAS REGISTER 


Advertising in T. R. continually produces “top quality” inquiries re- 
sulting in sales. In terms of purchasing power and volume of purchasing, 
T. R. far exceeds any other such publication. It is an established fact that when 
advertising expenditures are curtailed T. R. advertising is usually retained. Such 


is the faith in T. R.’s power to produce “Inquiries that result in Sales”. 


Advertising inT. R. cooperates with and enhances the value of all other 
advertising. A. In addition to originating buying inquiries directly, it presents 
product descriptive advertising at time and place of sales opportunity when no 
other advertising is in immediate evidence. B. It revives impressions created by 
other advertising, when the complete source-of-supply for a particular product 


is desired. 


Advertising in T. R. will establish your name in industry. The buyers 





who represent better than 60% of the total industrial purchasing power of the 
United States are continually aware of T. R. advertisers and the products they 
make thru their continued referenceto T. R. product descriptive advertising, 


product listings, index to manufacturers and trade name index. 


It will pay you now to find out why 


10,384 advertisers use space in the 1953 edition 


r 


SM3IHIS OITZ !:* 


5 REGISTER 


96% PAID CIRCULATION 


e902 21098 & O38 
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Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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for BIG Warm Air Jobs... 


Combe Often, teens Gutstastiny Cat 


Your Product Data in This Directory Will 
Pay Off All Through 1954 


\ 


4 


. Ly The finest service you can do your company — 


\ if it has a stake in the heating, piping and/or air 
conditioning field — is to see to it that your prod- 
ucts are completely detailed in HP&AC's next Jan- 
vary Directory Number. 


Plan to present data sufficiently complete so 
that consulting, industrial and government engineers 
can include you in their specifications — so that 
companies, government agencies and contractors 
can intelligently purchase. 

Every year since 1931, HP&AC’'s January Prod- 
uct Directory has been the most wanted book pub- 
lished in heating, piping and air conditioning — 
100% PAID CIRCULATION, ABC and ABP — reg- 
ular space rates and agency discount applying. 

Write for our Special Explanatory Bulletin to- 
day — and note how you can place your entire 
product story in the hands of over 17,000 KEY 
men at surprisingly low cost. 


KEENEY PUBLISHING COMPANY 
6 N. MICHIGAN AVE. CHICAGO 2, ILLINOIS 


TYPES OF INFORMATION NEEDED 
1, DESCRIPTIONS—to/choose the right type. 
2. CAPACITIES—to select the right size. 
3.DIMENSIONS—to provide correct space. 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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this is different and it's getting results 
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APPLIANCE [\LANUFACTURER 


GIVES ’EM THE | 
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: 210% 
AME 


june 2% 1953 


Here’s how American Emblem Co., 
leading manufacturers of name plates 
and decorative trim for the appliance 
industry feels about Appliance 


Manufacturer! 


aes Stee 


wr r 
arvestion! Eeoter® Menee® 


sitgo?' 
Deer wre ith 


“Sixteen days after publication . . . 
the 


p for > , . . 

avprertetsanect ton an inquiry from a very prominent 

pos wand 

app iance ¢ us bere ere bt 
wah 


manufacturer” 
reeul 


° 
with tb yed on 


ve rece! 


“The first we had had from him.” 


os 


‘Two weeks later, received his 
eget? 


assists 


first order."’ 


. amounting to more than 50 
times the dollars and cents spent on 


space and production costs.”’ 





THANK YOU, MR. ROBERTS! 


We're glad you got the business! 
That's what Appliance Manufacturer 
is for! Thanks, also, for telling us of 


your advertising success! 


NUL 


EASY) AppLtiANCcE MaNuFACTU 


N E W TOR K ° 








and is business good? 


You bet it is! Not only for advertisers in APPLIANCE 
MANUFACTURER but for APPLIANCE MANUFACTURER 
as well. Take a look at our FIRST HUNDRED adver- 


FIRST 100 


AIRTHERM 
APPLIANCE ENGINEERING 
ARTOS ENGINEERING CO 
AMERICAN NAME PLATE 
AMOS MOLDED PLASTICS 
A & K TRADING CO 
AIRCRAFT-MARINE 
AMERICAN CHEMICAL PAINT 
AMERICAN GENERAL THERMOSTAT 
AUTOMATIC NUT 
AMERICAN EMBLEM CO., INC. 
AMERICAN LAVA CO. 
ARK-LES SWITCH 
BEAD CHAIN 
BRISTOL MOTOR DIVN. 
CAMCAR SCREW 
CENTRAL SCREW 
CHICAGO CAR SEAL 
CLARK EQUIPMENT 
CRANE PACKING 
W. M. CHACE CO 
CINCINNATI CLEANING & 
FINISHING CO 
CORNING GLASS 
CINCINNATI SHAPER CO. 
CONN, TEL. & ELEC 
DREIS & KRUMP 
DANO ELECTRIC 
DOLLIN CORPORATION 
ELCO TOOL & SCREW 
EATON MFG. CO 


FERRO ELECTRIC CORP. 
FAIRMOUNT ALUMINUM 
FOSTORIA PRESSED STEEL 


Pirstiiciitess! 


201 NORTH WELLS STREET 


ADVERTISERS 


GUSTIN-BACON 
GAYLORD CONTAINER 
GEOMETRIC STAMPING 
GENERAL ELECTRIC CO. 
GRIES REPRODUCER CO. 
GEAR SPECIALITIES 
GENERAL CONTROLS 
GLIDDEN CO. 


HARRINGTON & KING 
PERFORATING 
HINDE & DAUCH 
HART MFG. CO. 
HEYMAN MFG. CO. 


INLAND STEEL 


INDUSTRIAL FILTRATION CO. 


INTERNATIONAL STAPLE & 
MACHINE 

INTERNATIONAL PAPER CO. 

INTERNATIONAL NICKEL 


L. R. KERNS 


LAMSON & SESSIONS 
LANCASTER LENS 
LORD MFG. CO. 

LUX CLOCK 


MOTORESEARCH 
MARSCO 

GEO. B. MAYER 
MIDWEST MOLDING 

R. C. MAHON 
MONARCH ALUMINUM 
MCCALL'S MAGAZINE 
MILFORD RIVOT 


CLEVELAN O 


NEW ENGLAND MICA 
OHIO RUBBER 


PHEOLL MFG. CO. 
PYRAMID MOULDING 
PLASTIC RESEARCH 
POSITIVE SAFETY MFG. CO. 
PAWLING RUBBER 

PIVOT PUNCH & DIE CORP. 
PROCTOR ELECTRIC 
PALNUT CO. 


QUADRIGA MFG. CO. 
RANSBURG ELECTROR COATING 
co. 


REYNOLDS METALS 

RUPERTS DIECASTING 

RYNEL CORP. 

RATHBORNE, HAIR & RIDGEWAY 

ROGAN BROS. 

ROLL FORMED PRODUCTS 

ROBERTSHAW-FULTON 

M. H. RODES INC 

RUSSELL, BURDSALL & WARD 
BOLT & NUT 

SET SCREW & MFG. CO 

SESSIONS CLOCK CO. 

SORENG 

STANDARD STAMPING & PERF.CO 

STERLING BOLT CO. 

STONE CONTAINER CORP. 

SHERWIN WILLIAMS 

STEVENS MFG. 

SIMMONS FASTENER 

STILL-MAN CO. 





tisers—and these 


know and use a good a 


see one. 


TUTTLE & KIFT 

TOMIC SALES & ENGINEERING 
THERM-O-DISC 

THATCHER GLASS MFG. CO 


AGENCIES 


THE ADVERTISING CORP 
ALLEN ADVERTISING 
ANDERSON INC 

JOHN FALKNER ARNDT & CO 
WESLEY AVES & ASSOC 

S.C. BAER & CO 

G. M. BASFORD CO 

BELDEN & HICKOX 

FRED P. BINGHAM ADV. CO. 
BOHNETT CO 


JAMES THOMAS CHIRURG 
CRAMER-KRASSELT CO 
CRUTTENDEN & EGER ADV 
CUMMINGS BRAND & MCPHERSON 
CUNNINGHAM & WALSH INC 
DAVIES & MCKINNEY ADV 

W. B. DONER & CO. 

FRED H. EBERSOLD, INC 
ENGINEERED ADVERTISING 
OAKLEIGH R. FRENCH & ASSOC 
FULLER & SMITH & ROSS INC 
ROBT. A. GALLAGHER ADV 
WENDELL C. GALLOWAY 
GERSTEL AGCY 

A. GLENNON AGCY 

H. GOLD CO 

EDW. GRACEMAN & ASSOC 


electrical heatitig elements. 
hardware and trim 
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UNION STEEL PRODUCTS 
UNITED SCREW & BOLT CORP 
UNITED CARR FASTENER 


JULIAN GROSS ADV. AGCY 


DRENNAN W. HART & CO 

HIXSON & JORGENSON, INC 

HORTON-NOYES CO 

W. N. HUDSON ADV., INC 

H. B. HUMPHREY, ALLEY & 
RICHARDS INC 


EDW. C. KENNEDY ADV 
KENNEDY & CO 
KIGHT ADVERTISING 
ALBERT KIRCHER CO. 


LANG, FISHER AND STASHOWER 
CARR LIGGETT ADVTG. AGCY 
E. J. LUSH, INC 


MADISON ADVERTISING CO 
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HAROLD MARSHALL ADV. CO 
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MOREY, HUMM & JOHNSTONE, INC 

MCDANIEL FISHER & SPELL MAN CO 

PALM & PATTERSON, INC 

POST, 
INC 


CHICAGO, ILLINOIS 


PASADENA 


JOHNSON & LIVINGSTON, 


advertising agencies — they 
vertising medium when they 


WALTHAM SCREW 


YODER CO. 


POWER & CONDON 

PRICE, ROBINSON & FRANK 
CARL REIMER CO., INC 
RENNER ADVERTISERS 
FRANK J. REYNOLDS & STAFF 
ROGERS & SMITH 

H. L. ROSS ADVERTISING 

A. MARTIN ROTHBARD, INC 
CHARLES L. RUMRILL & CO 


ST. GEORGE & KEYES. INC 

SAUNDERS, SHROUT AND 
ASSOCIATES 

K. C. SHENTON 

SIDENER & VAN RIPER, INC 

SMITH, TAYLOR & JENKINS 

HOWARD SWINK ADV. AGCY 

SYMONDS, MACKENZIE & CO 


THOMA & GILL 
COLEMAN TODD & ASSOC 


VALENTINE-RADFORD CO 
VAN AUKEN, RAGLAND & STEVENS 
VANDEN CO., INC 


TAYLOR M. WARD, INC 

NORMAN D. WATERS & 
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EDMUND S. WHITTEN, INC 

WILSON, HAIGHT & WELCH 

FRED WITTNER ADVERTISING 
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POWER ENGINEERING... 


h y 
Ww 
ye ly 


Leader in Atomic Power Editorials,” 


Our editor, Andy Kramer, recently completed the 
AEC report on reaction release, by special request 
of the Advisory Committee of AEC. Each month the 
pages of Power Engineering bring up to date edi- 
torials on this important subject, which is of vital 
interest to all power engineers. 


Power Engineering continues to build editorial 
acceptance through this kind of editorial coverage. 
Power Engineering believes in these 3 important 
ingredients . . . to build this acceptance. 


y- Timely Information The power engineer needs 
his own publication specializing in his day by day 
problems. Because Power Engineering is edited 
specifically for him, it must be up to the minute . . . 
to give real help. Our field edited policy guarantees 
this timely information. 


3 Direct Technical Treatment Because qualified 
power engineers are the only readers, each article 
can be directly slanted to them, and can take full 
advantage of practical technical terms and formulae, 
which is the power engineer’s language. 


3 Editorial Leadership Power Engineering pioneered 
original articles on such advanced subjects as 
... electronic theory and application 
.. the modern circuit breaker 
. atomic power 
.. the gas turbine 


p 1% - = 


‘ 


Editor Kramer was official business press representa- 
tive on the Bikini atom bomb tests and has recently 
won national recognition through his appointment 
to the Advisory Board on Technological Information 
of the Atomic Energy Commission . . . the only 
representative from the power field. 


Because Power Engineering confines its circula- 
tion to power engineers who are responsible for 
the design, construction, management, operation 
and maintenance of power services... we can 
GUARANTEE 100% COVERAGE OF READER 
INTEREST. 

important to cost conscious advertisers 


You don’t have to buy surplus circulation directed 
to other plant operating men in order to reach the 
power engineer. Some industrial publications reach 
some of this power group, but in addition also 
cover other plant operating men. This is unnecessary 
if you use Power Engineering . . . because you buy 
only the circulation you need . at the lowest 
unit cost. 


For more information about this low cost coverage, 

write to Technical Publishing Company, 110 South 

Dearborn St., Chicago, Il. 

“Power Engineering is the only magazine exclusively 
edited for and circulated to... the power engineer,” 
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Indispensable link 
to the ENGINEER 
in the chemical 
processimarket 


ei, 


















Chemical 
Engineering 













There is a group of 17,000 chemical 
engineers that no advertiser to chem- 
ical markets can do without. 


Professionally trained, strategically 
placed and progressive, these 17,000 
are the engineering and plant oper- 
ating men who select products. 


Here is the most clearly defined and 
homogeneous readership you can buy. 
If you are confused by overlapping 
claims of reader functions and titles, 
here is one publication which reaches 
and sells its specific...and vital... 
segment of the market directly. 
Round out your selling coverage with 
Chemical Engineering Progress cost- 
ing only $290 to $360 per page and do 
the whole job. Sell the man in respon- 
sible charge! 


Chemical @ 
Engineering 
Progress 


7 \\ PUBLISHED BY 

« 

NUL AMERICAN INSTITUTE OF CHEMICAL ENGINEERS 
x 


120 East 41st St., New York 17, N. Y. 






The engineer ts FYelUlaehi=ve| 





to buy and specify. 
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Meet the professor .. is he 
humorous or just a doodlebug? 


® TO THE EDITOR In reply to your 
article headed, “Can Humor in Ad- 
Help Sell Industrial 
(IM, Feb., p. 16), may I 
invite you to 

Meet the Professor! 


Some might question the humor 


vertising 


Goods?” 


of this approach to industrial ad- 
vertising. However, in an industry 
as technical and scientific as geo- 
physical prospecting (finding oil) 
believe me, it can genuinely be 
dubbed humor! 

The professor is new created in 


the past year and seems to be 


very well received by “doodlebug- 
gers” everywhere, as well as pros- 
pects and clients 

For a brief background on “doo- 
dlebugs,” may I submit the follow- 
ing. In the early days of oil pros- 
pecting, many a_ pseudo-scientist 
came up with an instrument (doo- 
dlebug) that would “positively find 
The “peach wand” for “water 
Naturally, 
people buying the services of these 


oil.” 


witching” is an example 


“doodlebugs” found the claims false 


and in most cases too late. To- 





@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


tothe Editor 


day, persons engaged in geophysical 
prospecting are jokingly referred to 
as “doodlebuggers” by the oil in- 
dustry 

After first establishing the profes- 
sor as an “authority” with 21 years 
of progressive, profitable, experi- 
ence behind him, we hope to tickle 
some funny bones and, of course, 
increase the impact of the ads 

For the past 15 years our agency 
has been telling the Seismograph 
Service Corp. story to the oil in- 
dustry in a technical and institu- 
tional 


manner. It’s a pleasure to 


have someone else the professor 
. take over 

JOE R. JILLSON 
Watts, Payne Advertising, Inc., 


Tulsa, Okla 
Urges more stories like IM’‘s 
on Materials Handling Show 


® TO THE Your triple- 


pronged approach to the Materials 


EDITOR 


Handling Exposition was first rate 
It added up to the most interesting 
coverage of an industrial exposition 
that I've ever read. It represented 
journalistic enterprise of a high or- 
der that is increasingly rare in a 
world smothered by public relations 
men; it was arrestingly novel in its 
(but let it 
reflected 


approach become a 


standard!); and it accu- 


rately the unending triumph of 
show aisles over mortal feet. 

It was in some respects penetrat- 
ing; but if I differ sharply with cer- 
tain of your observations and con- 
clusions. If I am grieved by what 
I regard as unjustifiable omissions, 
I suspect it is perhaps because the 
show being so large and your time 
so allotted, you had to rely in con- 
siderable measure on surface im- 
pressions and dramatic impact. I 
greatly hope that the next time you 
do this sort of thing (and by all 
do), you will in advance 
formulate detailed standards against 


means 
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ACHIEVEMENT 


Wy ‘6 Forty Domestic Engineering researchers 
MERCHANDISI TRADE : - ; Ory f a / took “Typical Town” apart, block-by-block, 
AND APERS ’ 


EXPORT 
XPORT to determine the modernization sales po 


1953 , tential for plumbing, heating, air condi- 
FIRST AWARD TO ange - uoning and appliances in all types ot 


structures, 






« Bee ene - DOMESTIC ENGINEERING 


a WO) Urse of Results ? A doubling of the “known 
3 : paaeee : Sep, . 4 P . new business created 
t 


prospect reserve’ 
VRING THE PERIOD 
WOING DECE™ 1, 1952 ‘ / where none existed before new sales 
Sere SENT ERT a ail ti Ws ry: thinking by every manufacturer new 
e sales campaigns . . . and more sales! 
Twelve previous awards have come to 
Domestic Engineering in Industrial Market THE BAY CITY STORY IS FOR YOU?! 


AWARDS TO ing’s editorial competition, but none more .. The survey report the Remodeling 
©@ significant than this, a first award for the Film Strip (for your distributors) the 
DOMESTIC ENGINEERING 


for Meritorious : changed the course of an industry. Write for all three 











famous Bay City Story, the research which Modernization Sales Kit (for your dealers) 
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Best Best Best 
Format design Single issue Selling me merketing Graphic presentation 


Concentrate your avvertisinc 


WHERE THE BIG BUYING POWER 


Concentrates its READERSHIP! 










Editorial content governs all. It deter- CONSULT YOUR ADVERTISING 
mines who opens the book . . . how often AGENCY 
they open it sore how long they keep it about concentrating your sales effort where 
open. It conditions readers’ attitudes to- the big buying power concentrates its read- 






. ward your advertising message. 






ership .. . in Domestic Engineering! 





Top editorial quality attracts the quality 


° 
audience; results in longer readership and aomedstic Leadership 


more exposure for your message; breeds 


: confidence in editorial and advertising IN PLUMBING,HEAT NG 


alike; builds prestige for advertisers; you 


get all of these benefits of top editorial 
quality in Domestic Engineering; capi- UYUCCUMNG AIR CONDITIONING 
talizes upon reader excitement associated 


1801 PRAIRIE AVE., CHICAGO 16, ILL. & APE ayy f4 4) 
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Sioux City Dealers 
Install 1063 Warm Air: 


BOX SCORE* 


SIOUX CITY, IOWA = 1952 





Independent warm air heating dealers operating in Sioux 
City, lowa total fifteen. 


In 1952 these fifteen dealers sold and installed 1063 gas, 
oil and coal-fired furnaces. 


Thirteen of these fifteen dealers are subscribers to AMERICAN 
ARTISAN. 


These thirteen AMERICAN ARTISAN dealer-subscribers sold 
and installed: 


a) 999 or 94% of the total 1063 furnace units, 


b) 526 of the 530 gas furnaces installed in new 
homes, 


c) 370 of the 396 gas furnaces installed in existing 
homes, 


d) 17 of the 19 oil furnaces installed in new homes, 


e) 42 of the 57 oil furnaces installed in existing 
homes, 


f) 44 of the 61 coal furnaces (all installed in existing 
homes). 


5 — In 1952 conversion gas and oil burner business totaled 517 
units with the thirteen AMERICAN ARTISAN dealer-subscribers 
selling and installing 365 or 64% of these units. 


* Facts presented above are based on heating permits for 
1952 as recorded by the Sioux City Department of Buildings. 


in Circulation. . in Editorial Service 
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OF ALL THIS WORK 


You buy no pig in a poke when you use space in The ARTISAN. 

First, you get the field's only 100%-PAID-ABC circulation. 

Second, you get GREAT BUYING POWER — as indicated by this Sioux City story. 

. and as shown by every other market-area survey made during the past 

20 years — Minneapolis, Buffalo, Grand Rapids, Toledo, Fort Wayne, Madison, Wis. 
and Springfield, Mass. to mention a few. 

What makes AMERICAN ARTISAN the stand-out publication in the warm air-sheet 
metal field? Editorial quality, of course! 

Only The ARTISAN is sufficiently helpful to attract as paid subscribers those 
dealers who handle the bulk of all business done nation-wide. 

As proved time and time again, your main advertising effort definitely belongs 


in AMERICAN ARTISAN. 


KEENEY PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 
NEW YORK: 1734 Grand Central Terminal 


CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. LaFayette Park Place 


Also FIRST in Cooling 


Write for this new Bulletin. 


See how The ARTISAN is 
helping you sell summer 
cooling equipment. We 
explain the industry's 


greatest editorial campaign. 
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ot which you can make more accurate 
“4 P44; 


measurements of relative merit. 
I rate you top kudos for an out- 
standingly handsome job. 


ST tte. D. Gal. wove 


decal merchandiser, says: 


BUILD GOOD WILL 
AND SALES 

WITH PF 
DEALER-SERVICE 
DECALS! 


t 
% 
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SAUL POLIAK 
Clapp & Poliak, Inc., New York 


More about the show 


® TO THE EDITOR . . I very much ap- 
preciated your story on the Mate- 
rials Handling Show which appeared 
in your July issue. 
notch job. 


It was a top 


CARLETON P. ADAMS 
Sales Promotion and Publicity 
Manager, Yale & Towne Mfg 
Co., Philadelphia. 


Asks for information 
about inquiry follow-up 


N | @ TO THE EDITOR . . We are making 
a study of methods of following up 
inquiries for industrial marketers 
Where consumer inquiry follow-up 
methods might apply, we also would 
like to learn about them. 


If you have published articles on 
this subject within the past year, we 
would appreciate your sending us 
two tear sheets or reprints of each 
article. 


If you know of other sources 


B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 
dealers . . . help you cash in on the 
pulling power of your national adver- 


tising. Remember, every type of PF 
decal — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


where we might get more informa- 
tion on this subject, we would ap- 
preciate hearing about them. 


Thank you very much for your 


PF DECALS . . . your last link between advertising and the sale! eens 
E. A, STEVENS 

} hie 2" Horton-Noyes Co., Providence, 

Wrenn pow eee R. I. 
of here AGES A tt ad AO re Mt 
Sl Saeeoe. 1s i . ; 
Dobie td. Mie al & [Extensive articles on inquiry han- 
dling appeared in the Sept., Oct., 


and Nov., 1952, issues of IM . . Ed.] 


art services, ecoeoevevnveveeveeee e288 8 & @& 


consultations 
and estimates 
without obligation 


Please send me your Dept. IM 8 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Agency head loses his IM 


Name 





. In a recent is- 
MARKETING you 
carried a report on the number of 
pages of advertising in 


Firm— 





sue of 


INDUSTRIAL 


® Address_—. ee ee 
industrial 


publications placed by various agen- 


__.-_-__-__-2one___ State. 


City____ 


PALM, FECHTELER & CO. 


BS MAPLE STREET WEEHAWKEN WN. J. 


. 
e 
» 
« 
. 
« ® TO THE EDITOR . 
. 
+ 
. 
° 
. 


cies throughout the country during 
1952. 
copy of that issue has been lost, and 
I am anxious to have another copy 


Through some accident, our 


ata 
.  *) 


Teh 
MAL As, | 
sh Sica a : 
ARS. | a, | for our files. 
m Veo La " ~, 
Sy ath E>. 4 ee If you have another copy of this 
eee tp ee le 
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IF YOUR ADVERTISEMENT IS HERE 


... More 
production and 
engineering 
men will read it 





Metal-Working Reaches 19,887 Production 


& Engineering Men and Guarantees 100% Ad Visibility. 


You must reach Production & Engineering men in order to sell metal- 
working equipment, materials and accessories . .. because these are the 


key men who must specify before anyone can buy. 





Compare 
Metat-WorkinG to the Four Leading 
Standard Size Metal-Working Magazines 


Production & 
Magazine Engineering Men 
METAL-WORKING 
magazine B 
magazine C 
magazine D 
magazine E 
(based on latest ABC & CC4 statements December 1952) 





> 


In METAL-WORKING your sales mes- 
sages receive maximum readership 
of a concentrated audience of pro- 
duction and engineering men. These 
men request METAL-WORKING be- 
cause they want help with produc- 
tion problems and because they 
want your product story about 
metal-working equipment, materials 


and accessories. 








If it is used in the metal-working industry 


it belongs in 


CCA Meta.-WorkinG IN P| 


Published by 


SUTTON PUBLISHING COMPANY, INC. 


Also publishers of ELECTRONIC EQUIPMENT ® CONTRACTORS’ ELECTRICAL RQUIPMENT © ELECTRICAL FQUIPMENT 


172 SOUTH BROADWAY 





WHirte pertains 9-8500 


CHICAGO 1, ILLINOIS CLEVELAND 15, OHIO 
307 N. Michigan Ave. 1501 Euclid Ave. 
Financial 6-2786 Tower 1-1948 


WHITE PLAINS, N. Y. 





LOS ANGELES 57, CALIP. 
2404 West Seventh St. 
Dunkirk 2 
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issue, will you please send it to me 

. or better yet, if you have any re- 
prints of the article, which I know 
you sometimes make, I would ap- 


MORE SALES . somcines 
preciate receiving two or three of 


ELECTRICAL EQUIPMENT, COMPONENTS, Pt 
ACCESSORIES AND MATERIALS iekebiivern 


President, Griffith-McCarthy, 
Inc., St. Petersburg, Florida 
[Reprints are on the way . . Ed.] 


IF YOUR 


He thinks writing technical 


booklets is like pulling teeth 


TO THE EDITOR . . In the May issue 

of INDUSTRIAL MARKETING appeared 

an article titled “What's the Best 

Way to Prepare a Simple Instruc- 

tion Booklet?” The instructions 
AND TI given in the article were sound. 


ie The reluctant advertising manager 
OVER KEY ELECTRI y sate who asked the question has been 
4 6g : jon 
DE eames and — pram = ee ae what can be a_ bewildering trip. 
engineers. tence the purchase of electrica P But, as an engineer-writer working 
acu 


supplied with an excellent guide for 


for a technical publications firm, 
this writer wishes to take excep- 


= 


tion to a few of the implications in 


also ovblishers of 


172 South Broadway 


NDUSTRIAL 


jon com- 
industries: transportavio’ We 
tractors: motor rep a 
echanical and consu 


ELECTRICAL DEPARTMEN 
 DLANTS: extractive new 
nies; large electrical co 


i m 
service shops: electrical, 


ineers. IC : 

MANUFACTURERS, OF Se kiads of <r 

é.° : ulac nic equi ' 

included or appliances: electro : an 
pepe” e machinery 

apparatus an supplies; /aTg f aircraft an 

sories and : facturers © a 

orgchine tool builders; sence and shipyards. 


electrical aviation equip 


; < rr 7 4% 
HIGH READER INTERES 


: ++ orig] content car- 
lusive editora 
d by the exc 


AL PRODUCTS: 


js maintained 
‘ed in each issue. - 
pope study shows ne’ — : 
ae eee 
++ 41 material in each © : 
renga ‘similar publication inap 
Y 


sien TIVE SALES LEADS 
200,000 ACTIVE Sie 
- delivered from advertising der interest. 


i this high rea 
1982 is Prog sales leads pet month. 
° / 


AND IT COSTS 
Equipment costs only : 
ont 4/9 unit (7x10) on 


% of all 
mately 70% © 
as never reporte 


st or current issue. 


12-time 


\SLECTRICAL |SQUIPMENT 


published by 


SUTTON PUBLISHING COMPANY, INC. 


White Plains 9-8500 
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items during 
(An average 


i trical 
1/9 unit in Elec 

i Pi er insertion OT $525.00 
nage basis. Color extra. 


METAL WORKING e CONTRACTORS’ ELECTRICAL EQUIPMENT e ELECTRONIC EQUIPMENT 


White*Plains, N. Y. 


the article. 

First, however, a note of distinct 
agreement. The advertising man- 
ager implies that the writing and 
production of technical manuals is 
not the proper function of the ad- 
vertising department. He is quite 
right. Nor is it the proper function 
of the engineering department. The 
job requires a combination of engi- 
neering and writing talent. In the 
normal course of events, the collab- 
oration of both these departments is 
necessary. This procedure is not 
only time-wasting and _ inefficient, 
but many headaches can arise out 
of failures of communication be- 
cause of dissimilar backgrounds and 
vocabularies. 

The article states that “the easiest 
and fastest way to get the job . 
done is to call in a reputable tech- 
nical manual producer and turn the 
whole thing over to him.” It should 
have ended there, but it goes on 
to say, “if your budget is already 
strained ... then following the pro- 
cedure listed below should get you 
through the chore.” 

For the sake of the advertising 
manager, we shall ignore the mel- 
ancholy implications of the word 
“chore,” and take a closer look at 
the budget angle. That statement 





implies that the equipment manu- 
facturer can produce his manuals at 
less cost than can a specialist in the 
field of technical publications. As 
technical publishers, we are willing 
to bet any manufacturer the price 
of his next parts catalog that we 
can produce a better book, and at 
less cost, than he can. Why? Prin- 
cipally because, having the experi- 
ence, the talent, and the facilities 
at hand, we can do it in far less 
time. 

Unless the manufacturer has a 
firm large enough to justify a full- 
time technical publications section 
(including engineer-writers, pho- 
tographers, draftsmen, artists, com- 
positors), he should turn the entire 
job over to a specialist. Otherwise, 
he will find himself producing a 
manual that takes more time than 
it should, costs more money than it 
should, and that fails to do justice 
to his product. 

A growing number of manufac- 
turers are finding that the produc- 
tion of technical manuals is in a 
class with drilling top management’s 
teeth . . in either case it is wisest 
to call in a specialist. 

A. Q. MOWBRAY 

Project Engineer, Myrbeck & 

Jacobs, Quincy, Mass. 


Sales manager at work 


® TO THE EDITOR . . We would be 
interested to know if it would be 
possible for us to obtain a reprint of 
the article entitled, “What's the best 
way to prepare a simple instruction 
booklet” (IM, May). 

Also can you advise us if an index 
is available listing articles which 
have appeared in INDUSTRIAL MAR- 
KETING for the past several years as 
a reference for locating past issues 
on certain subjects a reader may 
want to review? We are particular- 
ly interested at the present in ob- 
taining data on market analysis and 
preparing a market survey. Any 
information which you might be 
able to supply on the above would 
be much appreciated. 

JOHN C. LAZUREK 

Sales Manager, S. Vessot Co. 

Ltd., Joliette, Quebec, Canada 
[An index of the past six issues ap- 
pears every January and July in 
IM .. Ed.] 
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Average units of advertising 
issue 


per year 


REACHING OVER 


20,000 
ELECTRICAL CONTRACTORS 


Contractors’ Electrical ment affords its advertisers a big- 
ger share of today’s multi-billion dollar market... 

...And more and more advertisers are taking advantage of 
this exclusive coverage as proven by the fact that... 


THE AVERAGE NUMBER OF ADVERTISING UNITS PER ISSUE 
HAVE MORE THAN DOUBLED SINCE 1949. 


... And results from advertising has kept pace with this amaz- 
ing advertising growth as shown by the... 


MORE THAN 47,000 SALES PRODUCING INQUIRIES 
DELIVERED FROM ADVERTISING AND EDITORIAL ITEMS 
DURING 1952. 


Cis MAKES MORE SALES BECAUSE 
IT MAKES MORE CONTACTS 


/ 


(CConTRACTORS’ 
ISLECTRICAL |SQUIPMENT 


ublished by 


SUTTON PUBLISHING COMPANY, INC. 
also publishers of METAL-WORKING e ELECTRONIC EQUIPMENT e ELECTRICAL EQUIPMENT 
172 South Broadway White Plains, N. Y. 
WhHite Plains 9-8500 





WHAT YOU GET FROM 


INTERSTATE 


YOU CANNOT GET FROM 
ANY OTHER 
PHOTO ORGANIZATION 
IN AMERICA! 


Location Photography * Commercial Photography 
lustrative Photography °* Performance Data 


A GO-GETTING NETWORK OF 
2100 PHOTOGRAPHERS AND REPORTERS 
No matter what youwant photographed 
— an industrial plant, inside or out; 
@ ship, a tractor on someone's 
farm, elevator cable in a new 
skyscraper, the interior of a modern 
home, an aerial view of a bridge or 
pipeline, a model wearing your 
product — in black and white or color 
— INTERSTATE will get the photos 
anywhere in America, and a complete 


story write-up as well if you want it. 


But here's the best part: we do all the 

dirty work. Just tell us what you 

want photographed, where, and whom 

we should contact. We'll get in 

touch with the consumer, get 

approvals, arrange shooting schedule 
. all in the most diplomatic 


possible manner. 


We thoroughly brief a hand-picked 
photographer who is skilled at your 
particular type of assignment. In other 
words, we won't assign a news 
photographer to handle an 
architectural coverage, etc. We 
always get releases and captions... 
a complete story if requested. 

Then the whole job is given 


to you as a package, fast! 


COMPLETE COVERAGE ANYWHERE IN AMERICA 


—~« of S Within 24 Hours 


sta ; 
US mraphe'® a if Need be 


gates 
Wher oh Studios 


INTERSTATE 
PHOTOGRAPHERS 


DIVISION OF INTERSTATE INDUSTRIAL 
REPORTING SERVICE, INC 





Alexander Roberts 





General Manager 


247 W. 46th St. > N. Y. 36, N. Y. 
Circle 6-4950 
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GEWERALG? ELecrRic 


Phe son Tg 





20 minutes of modern ideas can save you 
thousands of plant electrical dollars 


+ ASSURLD POWER CONTINUITY 

+ REDUCED INSTALLATION AND OPERATING COSTS 
+ FAST, CAST SYSTEM PLANNING 

* PROTECTION FOR PERSONNEL AND ECUIPSRENT 


GENERAL @@ ELECTRIC 


Wet: 








The Vitali Link . . General 


paper advertising. This tw 


Eight ways to get distribution 


for your industrial film 


mpany 


® YOU'CAN OBTAIN good distribution 


of your film if you will: 


1. Devote an entire business pape} 


ad to announcing the availability of 


your film. 


2. Reprint the ad and mail it to 
your prospect and customer list. 

3. After announcement ad, 
continue to devote at least a small 
part of future ads to the film. This 
three or four 


your 


should go on_ for 


J 
montns 


4. Issue a news release to the busi- 
announcing the avail- 


Be sure to in- 


ness 
ability of the film. 
clude still shots from the film 


press 


5. Get a list of program chairmen 


for the various local chapters of 





(Advertisement) 


in selling the 
process industries 


by ARTHUR GORHAM 


You can benefit from 


o task in an advertising and 
sales promotion department calls for more 
painstaking care and accuracy than the 
preparation of your product catalog. You 
have thousands of chances to make mis- 
takes...and the distribution of your 
brain-and-sweat child offers even greater 
opportunities for errors. 


In 1916, when the process industries 
began their unrivaled mushroom growth, 
the first annual Reinhold Catalog was 
compiled. This initial edition of Chemical 
Engineering Catalog—familiarly known 
as CEC today—puts on the desks of pro- 
cess men a composite volume of technical 
literature of foresighted manufacturers. 
Since then, Chemical Engineering Cata- 
log has grown in size and value...and 
Chemical Materials Catalog became a 
separate volume. 


In the 1953-54 editions of CEC and 
CMC, process men will find the detailed 


product data of over 700 of the country’s 
leading manufacturers...nearly 3000 fac- 
tual pages to help them make short work of 
any process problems. Designed by process 
men for process men, Reinhold Catalogs 
are completely indexed by company, 
product, trade name, and functional guide. 
The technical editors of the Reinhold 
Catalog Division spend much of their 
time in the field talking with the working- 


level technical men who make up the im- | 


portant specifying teams. In this way, | s 
they keep up to date on the workbook | 


| 3 
‘ 


needs of the thousands of men so im- | ; 


portant in your sales picture. 


Throughout the years Reinhold Catalogs 
have proved to be the surest, soundest, | 


most economical way of putting your 
sales literature in the hands of the right 
men in the right plants...and keeping 
it there for 365 days. No important 
process industries plants overlooked. No 
waste circulation. 


Reinhold’s 18 million dollars of catalog- | 


ing experience exclusively in the process 
industries is at your service. So call in 
your Reinhold Catalog District Manager 
now. See his portfolio of latest process 


industries marketing facts. Ask him how 


he can help you make your next year’s 
catalog budget work to the utmost in 
producing inquiries that lead to orders. 


Process Industries 
Specifying Teams 
turn to 


qe € 4 
CHEMICAL ENGINEERING CATALOG 
for detailed 


up-to-date data on 
process equipment 
engineering services 


materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE ! 


--REINHOLD CATALOGS. 


PUBLISHED FOR 
INSIDE PLANT USE 


BY ALL TITLE 
GROUPS. 


Process 
Industries 
Spec:fying Teams 
turn to 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY 
for detailed, 
up-to-date data on 


properties, specifications 
and applications of chemicals 
and raw materials. 


f. 


Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 
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TELEPHONE 
Ofsnsoen 2 
S-S-@-@ 


BRYANT . 


Machinery & Engineering 


The CHICAGO OALy MEWS BULOING 


s Company B 400 WEST MADISON STREET Chicage 6 


Mr. Harry Neal Baum, Vice President 
Marsteller, Gebhardt & Reed, Inc. 
185 No. Wabash Avenue 

shicago 1, Illinois 


Dear Harry: 


Our association with your Company has continued for so long 
that we are inclined to take for granted the continued high standard 
of performance of yourself and your associates in the handling of our 
advertising. This is one opportunity, however, of which we wish to 
take advantage in expressing our appreciation of your work and of your 
unfailing cooperation. 


We realize that our advertising program is rather unusual 
and in some ways difficult to handle. The advertising of machine tools 
involves technical experience as well as sales techniques which are 
iifferent than those used in the promotion of some other industrial 
products. Also, our responsibility both as a general distributor for 
various manufacturers, and as a producer of our own lines, presents a 
diversity of problems that is complicated. 

Therefore, you are to be congratulated upon the effectiveness 
and the understanding with which you have handled our various advertis- 
ing situations, and we appreciate greatly your continued personal 
service anid the cordiality of our relationship. 


With personal regards and best wishes, we are 


Yours very truly, 


BRYANT MAG Y & ENGI agg 


Chas. B. Tansley 
Vice President 


Bryant Machinery & Engineering Company 
is one of 70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 
Chicago, Pittsburgh and New York 
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trade associations you wish to reach. 
Many of them are frequently over 
a barrel trying to arrange good pro- 
grams, and will be glad to know 
about your film. 


6. Be sure all universities and col- 
leges know about your film. 


7. Eastman Kodak Co. publishes a 
directory of available motion pic- 
tures. Have them list yours. 


8. If you don’t want to do all this 
yourself, there are film distributing 
companies who'll do the job for you 
Among the companies in this field 
are Ideal Pictures, Inc.; Modern 
Talking Picture Service; and Castle 
Films. 


How to keep your typesetting 
costs low with high efficiency 


is are mu 


® A FOLDER on how to cut composi- 
tion costs has been prepared by 
Frank L. Heise, Chicago typogra- 
pher. Here are some suggestions 


1. Typewrite all copy whenever 
possible. It is often impossible to 
decipher the long hand copy sub- 
mitted, and it adds to the cost 


2. Always have your copy on a uni- 
form size sheet, preferably 84x11” 
It makes for easier handling and the 
chance for loss of copy is less. 


3. Alwavs number your copy, es- 
pecially if there is a large number 
of pages. This tends to keep the 
copy in the proper sequence and 
helps to detect misplaced pages. 


4. Where copy is set to fit a layout 
(and it always should be) or art 
work, put all copy on standard size 
sheets and key the copy to layout 
(using numbers or letters). Also 
indicate size of cuts if any. It will 
be easier for the compositor to mark 
up without disturbing your work 


5. Always edit your copy before it 





is composed. It is much easier to 
make alterations while it is still in 
the typewriter stage and it will cut 


alteration costs. 


6. Wherever possible, prepare all 
copy at one time. After machine is 
set it takes only a little extra time 
to compose those extra lines. 


7. If you have a book job, select the 
type face that is to be used, then 
typewrite your copy with the same 
number of characters in the line 
that you will have in the type line 
that was selected. Saves a lot of 
time rewriting your copy that was 
too short or too long. 


8. Where the job is of any consid- 
erable size it is usually better to 
have flat proofs for a final OK be- 
fore pulling the final etch proofs. 


9. If you have pasted the proofs on 
your rough dummy for OK, don’t 
make alterations on this dummy, 
rather take one of the extra proofs 
before it was cut up and make the 
changes on these proofs. It will 
save time and keep your dummy 


intact. 


10. On book jobs where price is a 
factor and you have a number of 
halftones, try to have the cuts the 
same width as the width of your 
type column, that is, on an 84x11” 
page having three columns of type 
13 picas wide, it would be better to 
have your halftones made 13 picas 
or multiples thereof in order to 
avoid the costly runarounds and 


narrow measures. 


Where to find out 


about industrial ad budgets 


In August, 1951, Industrial Equip- 
ment News published a_ bibliog- 
raphy of articles on advertising 
budgets from INDUSTRIAL MARKETING, 
Harvard Business Review, Printers 
Ink, Sales Management, and Tide. 
It lists 68 articles on the subject. 
Copies of the bibliography are 
available without cost from IEN, 461 
Eighth Avenue, New York 1, N. Y. 





No. | ov ns coms ON ALL 5 COUNTS: 


Consistently carries more 
pages of advertising than the 
next four papers combined. 


Reaches more plants with 


_ buying power — more NEW 


plants. Circulation verified by 
Western Union. 


The No. 1. publication on 


-practically every readership- 


preference study made to the 
woodworking field. 


Low cost per thousand cir- 


. culation. 


Produces results for adver- 


. tisers. 


55 years of industry leadership and growing popularity 
accounts for WOOD WORKING DIGEST's large cir- 
culation. Alert editorial content reports and anticipates 
industry trends, developments and problems. More than 
95°, personalized, it is read by most of the top executives 
— owners, managers, superintendents and engineers with 
buying authority. Every copy is directed to the right 
man and every man is a logical prospect for your prod- 
uct or service. Pocket-size — modern format — easy to 
read and use. Put the sales power of the DIGEST behind 


your product. 


Sad fs 


24-page Data File based on NIAA 
outline. Latest market figures, gov- 
ernment statistics and publication 
data, Helps you determine the sales 
potentials for your products in the 
huge woodworking industry. Write 
for your copy. 








Find the man who'll buy 238,720,000 
feet of pipe and material for 8,391 
sewage treatment plants ...and you have 
the key to the sale of many more millions 
of dollars worth of equipment for all 
kinds of public works. The man to find is 
the engineer —the technical man respon- 
sible for planning the project and seeing 
it through. 

Whether you make pipe or pumps... or 
anything for roads or lighting, water 
works or airports, you can sell more 
top level engineers in PUBLIC WORKS 
Magazine than in any other publication 
in the field. It's, packed with informa- 
tion they need, to lick daily on-the-job 
problems. Your ad in PW not only 
reaches more engineers; it influences 
their planning and buying. 


A pipe company® reports: 
“Something like ten times 


as many inquiries through 
our ad in PUBLIC WORKS.” 


*Name on request 


The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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Spot checks are money down 


drain .. can’t replace census 


By Stanley E. Cohen 


® HOW FAR should the government 
go in collecting and publishing mar- 
ket data? That appears to be the 
question which prompted an econo- 
my-minded Congress to knock out 
President Eisenhower’s request for 
$11,500,000 to 1953 


censuses of business and manufac- 


complete the 


tures. 

While these censuses are supposed 
to be taken every five years, there 
has always been a strong undercur- 
rent against them. There are ex- 
tremists who think of census work 
as a pleasant hobby, in the category 
of stamp collecting. And there are 
many others in Congress and out- 
side who believe the government is 
collecting and publishing detailed 
information which ought to be pub- 
lished at private expense. 

Nearly $3,000,000 had 
been invested in preparations for 
the censuses which were to be taken 


already 


early next year. Instead of a cen- 
sus, however, Congress has voted 
$1,500,000 “for spotchecks of manu- 
factures, business and agriculture” 
and has promised to take another 
look at the detailed next 
year. 

While the token 
will enable the Census Bureau to 
hold on to its key people while the 
ultimate scope of government sta- 
debated, it obviously is 
money down the drain so far as 


census 


appropriation 


tistics is 
marketers are concerned, for the 
studies it produces must necessarily 
be in general without the 
geographical and detail 
which make a census useful to busi- 


terms, 
product 


ness. 


FTC Supports Capehart Bill . . 
The Federal Trade Commission’s 
new chairman, Edward F. Howrey, 
says the right to absorb freight in 
order to meet competition is essen- 
tial to the survival of free enter- 
prise. Thus he puts to rest a con- 
troversy which has raged since the 
“old” FTC outlawed the basing 
point price system, and took the 
position that a seller should not be 
permitted to “meet competition” if 
his price gives the customer an ad- 
vantage over other similarly situ- 
ated firms. 

Just to make sure that there are 
no further doubts about the Com- 
mission’s attitude, Chairman How- 
rey notified the Senate Judiciary 
Committee that the Commission 
supports legislation sponsored by 
Sen. Homer Capehart (R., Ind.) 
specifying that sellers have an ab- 
solute right to meet bona fide offers 
of their competitors. This 
sents a complete “about face”, as the 
“old’’ Commission had opposed the 
Capehart Bill, and supported a rival 
bill by Sen. Estes Kefauver (D., 
Tenn.) specifying that the right to 
cut prices disappears if it results in 


repre- 


“injury to competition.” 


Fifth Class Mail? . . Postmaster 
General Arthur Summerfield’s ef- 
fort to ram through an increase in 
rates for direct mail advertising, 
publications and letter mail during 
the final days of the Congressional 
session has prompted a host of pro- 
posals to relieve the post office of 
responsibility for costly services 
which it contributes to noble causes 
under instructions of Congress. 
Subsidies to the airlines, totaling 
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through the pages of 
MASS PRODUCTION’S own magazine 


Who could better discuss mass production with authority than the men 
who manage it? Manufacturing Vice-Presidents, Works Managers, Master 
Mechanics, Plant Superintendents and their associates and seconds in 
command talk MASS production problems every month in “Production 
Round Table” meetings. There, they join our editors in informal discus- 
sions of current, vital interests and accomplishments. 

Straight from a tape recording, our monthly “Production Round Table” 
stories give, verbatim, the practical! give-and-take shop talk of the out 
standing figures in MASS production metalworking. As you would expect, 
these stgries are of intense interest to PRODUCTION’S readers. 

This month the 60th “Round Table” comes from Dayton, Ohio. Last 
month, # was from Louisville, Kentucky. 

No other business magazine so exclusively serves MASS production, and 
MASS production alone. If you seek to sell the leaders in “assembly line” 
production the biggest buying part of metalworking investigate its 


ne, and only, magazine. ... 
Remember January! one, ane gazine 


ANNUAL 
AL TOMOTIVE ISSUE 


oses December | 
” — ENGINEERING & MANAGEMENT 


sramson Publishing Co., P.O. Box 1, Birmingham, Mich. 


SALES OFFICES: Boston, Chicago, Cincinnati, Cleveland, Los Angeles, New York 
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COMPARE ABC | 
ROCK 


....tThe First Publication in The 


in AVERAGE TOTAL PAID 
CIRCULATION. . . .16,678 
in RENEWAL PERCENTAGE 


84.45% 


*See ABC Statements: 12 Months Ending 12-31-52 


CONSULT YOUR ABC STATEMENT for the full story of ROCK 
PRODUCTS!’ circulation in this primary market! 


ROCK PRODUCTS IS THE ONLY ALL-PAID ABC PUBLICATION 


THE INDUSTRY'S RECOGNIZED AUTHORITY 


ROCK | 


PRODUCTS | “.vccmscrane” 


LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD Renewal Rate .. . 84.45%—Highest in the Field 
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STATEMENTS! 
PRODUCTS... 


Non-Metallic Minerals Industry! 


in PAGES of ADVERTISING 
GAINED IN ‘53 
in RECOGNITION 

AS EDITORIAL AUTHORITY 


(Most Read —Most Quoted) 


COMPARE ROCK PRODUCTS’ ABC statement 
with that of any other publication in the field! 


IN THE INDUSTRY 


ROCK PRODUCTS 313 WEST JACKSON BLVD. CHICAGO 6, ILLINOIS 


NEW YORK CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 





t Be 


* 


or materials would you 
sell if there were no 


Civil Engineers ? 


: > 


. ™ 


~~ 


“regularly! 


Proof that the Civil Engineer wants your product 
data is the fact that a recent issue of CIVIL 
ENGINEERING pulled 36,715 information requests. 


he Magazine of Engineered Construction 
} Published by 
The American Society of Civil Engineers 


33 West 39th Street, New York 18, N. Y. 





$79,000,000 have already been taken 
out of the post office deficit by order 
of President Eisenhower, and will 
henceforth be charged to the Civil 
Aeronautics Board. In addition, 
legislation has been introduced to 
require government departments to 
pay for their mail. And Rep. Gard- 
ner Withrow (R., Wis.) is proposing 
to set up a “fifth class” of mail, 
composed of the publications and 
advertising matter of non-profit 
organizations, currently entitled to 
a nominal rate under second and 
third class, thus relieving other 
publishers and advertisers of re- 
sponsibility for the deficits caused 
by these privileged mailers. 

In his presentation to Congress, 
Postmaster General Arthur Sum- 
merfield said his deficit had been 
whittled down to  $315,000,000 
through the introduction of new 
methods, the transfer of the airmail 
subsidy, and the approval of about 
$200,000,000 in higher rates for par- 
cel post and special services. He 
warned, however, that the Depart- 
ment is still in grave fiscal trouble. 
Railroads are asking a rate increase 
of about $145,000,000 a year, and 
postal workers are lobbying for a 
raise which could cost as much as 
$400,000,000. In addition, the De- 
partment’s sales are disappointing. 
It looks as if income will be about 
$80,000,000 below the original Tru- 
man budget estimate. 


Replacement Costs Up . . Com- 
merce Department’s Office of Busi- 
ness Economics reports that busi- 
ness purchases of new equipment 
between 1942 and 1952 totaled $145 
billion. Since discards of producers 
durables in the same _ period 
amounted to $67 billion in current 
dollars, it is evident that less than 
half the new purchases were for 
replacement. The cost of replacing 
discarded equipment exceeded 
original costs by 15 to 20% in the 
period 1942-45, Commerce | said. 
Thereafter, replacement cost rose 
sharply and in 1952 were about 80% 
above original cost. (For details 
see Survey of Current Business for 


June). 


Industrial Exports . . Commerce 
officials are quietly pointing out the 
huge stake that industrial producers 
have in active foreign trade. <A 





If you sell to the 
Western Metalworking Market 


or advertise to it... 


WESTERN METALS 


offers these 3 helpful booklets. Send for 
this free kit to help you boost sales 


and cut costs in your western market 


Round-Up of Western Metalworking. A complete 16- 
page statistical analysis of the western metalworking market, 
describing growth factors and presenting data on size and 


current development for each area and phase of the industry. 


Who says “Yes” in western metalworking plants? 
A study of the plant functions of important buyers, influencers 
and deciders in important western metalworking plants. It tells 


you who must be sold and what he does. 


What do western industrial buyers read? A report ot 
a study of business publication reader preference conducted 
among its more than 5000 customers by Ducommun Metals 
& Supply Co. 


PS. WESTERN METALS was rated first in a field of 30 national 
and western publications, was preferred by 12% more than the 
highest national, 40% more than the second western publication 


send today 
Western Metals © 198 S. Alvarado St., Los Angeles 57, Calif. 
Gentlemen: Please 

f j ware pa send me the following NAME 

VV [EN > rsrn free booklets: 
[_] Round-Up of TITLE 
\ 1 A a = Western 

bx b Metalworking COMPANY 
(_] Who says “Yes” 


in western 
NIBP, A SEWERS OUSLICATION pee plants? epee 


a Los Angeles [_}] What do the 
i) New York * Cleveland + Chicago * Tulsa west’s industrial 
buyers read? 
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There’s a 
big difference 
between a 
mechanical man 
and the 
Mechanical 
Engineer. 


Some advertisers think of markets in terms of robots—not 
flesh-and-blood men—just figures. 


What's back of a statistic? A body, a brain, education, ex- 
perience, judgment, the confidence of associates, authority 
to select, specify and buy—all of these may be behind a 


circulation figure. 


Weigh what is in the mind of a reader and you will know 
whether he is receptive, indifferent or resistant. If his pro- 
fession is engineering you may be sure that he reads with 
high receptivity advertising claims that are technically sound. 
When the reader is also co-publisher he is looking at his 
own offspring and you can depend upon it... be is no robot. 


Mechanical Engineering has 35,000 mechanical engineer 
subscribers, 7/8ths of whom are co-publishers. And to prove 
their interest, the other eighth pays double for not belonging 
to ASME—$7.00 instead of $3.50. 


Mechanical Engineering offers by far the largest audience 
of engineers engaged in the mechanical industries. In industry 
after industry ME reaches more engineers than any other 
publication. And there isn’t a single meaningless statistic 
among them. Ask your ME representative to show you the 
printed roster of ASME membership in which every member- 
reader is identified by firm and title. 


MECHANICAL 
ENGINEERING 


A publication of 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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recent tabulation by Samuel W. 
Anderson, assistant secretary of 
commerce for international affairs, 
shows that total exports of goods 
and services from 1946 to 1952 were 
$123 billion. Of this amount, $27 
billion was machinery and vehicles 
. electrical and industrial machin- 
ery, tractors and other agricultural 
equipment, automotive vehicles and 
parts and _ other _ transportation 
equipment. While machinery and 
vehicles were roughly a fifth of the 
total for the seven-year period, the 
percentage has been increasing. By 
1952 the exports of machinery and 
vehicles, with machinery predomi- 
nating, reached $5,100,000,000, about 
a fourth of our total exports. 
During the same _ seven-year 
period, imports amounted to $78 
billion. Of this $1,200,000,000 was 


machinery and vehicles. 


Wilson Winning Out . . Defense 
Secretary Charles E. Wilson appears 
to be having his way in the back- 
stage struggle to cut defense costs 
by concentrating production in the 
most efficient plants. 

Office of Defense Mobilization 
insists the Administration is. still 
officially determined to maintain a 
broad mobilization base, even if 
duplicate lines are more costly than 
single production lines in high vol- 
ume plants. 

But cutbacks in defense contracts 
for aircraft, tanks and trucks in re- 
cent weeks have tended to squeeze 
out duplicate production lines. Wil- 
son’s people are taking the position 
that this is being done on a selective 
basis where substantial savings are 
possible and where extra production 
lines “in being” are less vital. 


New Commerce Network . . 
Commerce Department has closed 
down about a fourth of its field 
offices, but it insists that business- 
men will be getting more service 
than ever before. Under the De- 
partment’s new program there is to 
be a network of about 700 chambers 
of commerce and other organiza- 
tions distributing Commerce publi- 
cations throughout the country. 
This network will be built around 
the 31 remaining field offices and is 
expected to assure a Commerce 
contact point in every community 
in the country. 





~@ FIRST in READERSHIP 


CLEANING & LAUNDRY WORLD 


@ FIRST in ADVERTISING 


GAINS 

eo FIRST i, understanding the dual- 
service pattern of Amer- 
ica's CLEANING & LAUN- 
DRY industry 


sewing the textile maintenance indushy 


SUBJECT: 3 Billion Dollar 
Textile Maintenance Market 


We want to tell you about the textile maintenance market, better known as the 

1. drycleaning and laundry industry. In the past 10 years a new textile maintenance 

industry has emerged .. . with many of the nation's plants combining multiple services under one roof, 
including: drycleaning, laundering, linen rental, diaper service, rug cleaning, hat cleaning, etc. It 
is important that you know of this transition. It took a long time coming . .. but its a big, hard 


reality today. 


WHEN YOU UNDERSTAND THIS CHANGE you come to realize the extremely 

2. important role CLEANING & LAUNDERING WORLD plays in the textile maintenance 

market. Covering more than 28,000 plants . . . providing clearcut editorial support of the dual 
services in the field . . . no wonder CLW forges ahead steadily ... to the tune of a 59 percent 


nt increase for the first six months of 1953. 


gain in 1952 advertising lineage ... a 29.5 perce 


THIS BIG textile maintenance market is all wrapped up in CLEANING & LAUNDRY 
e WORLD. You should know about it protit by if You will, if CLW is on your 
schedule. WRITE... RIGHT NOW ... FOR THE FULL STORY 


CLW circulation of 
28,000 tops the en- 
tire field. The paid 


=== | CLEANING & LAUNDRY WORLD 


tisers. Reader-in- 
terest is proved by 
more than 3,000 
mail inquiries re- 
ceived monthly. 


Published monthly by Cahir Publishing Co., Inc. 
SAMUEL G. KRIVIT, Publisher 


PUBLICATION & ADVERTISING SALES OFFICES: 1114 First Avenue, New Yerk 21, TEmpleton 8-7600 
CHICAGO OFFICE: §. William Pattis, 35 E. Wacker Dr., RA 6-4145 





9500 miles to 





track down a story 


This is one reason why you can be sure the ad- 
vertising dollars you spend in Electric Light and 
Power are buying readers. Electric Light and 
Power editors inspire readership by going to 
authoritative sources for their material. Readers 
know this and have confidence in the magazine. 


The story of European post-war power practices 
is a subject of intense interest to the American 
power industry. Foreign power companies are 
doing things over there that our people want to 
know about. The only way to get the complete 
story was to go after it. To get it, our editor and 
publisher traveled 9,500 miles and spent six 
weeks in contacting power executives in eight 
foreign countries. The result was Electric Light 
and Power’s March Foreign Practices Issue. This 
issue speaks for itself. 


In 1952 alone, full-time editors traveled over 
25,000 miles in gathering factual editorial mate- 
rial. It’s this kind of effort that keeps readers com- 
ing back for more. It’s why EL&P is a reading 
habit with key men in the industry. More than 
50% of our readers have been reading the mag- 
azine for over 10 years — 78% for 5 years. 


But high caliber editorial is only one reason why 
you can be sure your sales story in Electric Light 
and Power is always in the company of well read 
editorial pages. EL&P gives its readers a higher 


percentage of editorial per issue than any other 
magazine published for the electric power indus- 
try. The chart tells the story. The Haywood Pub- 
lishing Co., 22 E. Huron St., Chicago 11, Illinois. 





Average No. of | Average No. of 
Adv. Pages Editorial Pages 
Per Issue Per issue 


Average No. 
vm of Pages 
Per Issue 





Electric 
Light and 
Power 


192.5 | 121.7 | 70.8 





Electrical 
World 201.3 


Reg. Issues) | 





143.1 | 58.2 








RECORDS PROVE ELECTRIC LIGHT AND POWER 
GIVES ITS READERS MORE EDITORIAL PER ISSUE 
100% 100% 


, 28.9% 
me % Editorial 


63.2% IL1% 


‘Truce % Advertising Mean 


and Power World 


AVERAGE PERCENT EDITORIAL PER ISSUE FOR 1952 


Electric Light and Power (/22/ 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER IND 


28 / Indu tnal Marketing 


RY EXCLUSIVELY 
WSN gg) 








TS [a 


taco 











S TESS (1) 


“ 4° ~ Cologne 


: a <i] , 
et 





Vienna 








‘4 


news 


of industrial sales and advertising 


Ike intervenes for rate rise 
bill that would raise costs 
on direct mail, publishing 


® WASHINGTON Prospects for 
passing the $240,000,000 postal rate 
rise bill fluctuated dizzily as first 
foes and then supporters of the bill 
had their day. 

A factor favoring passage was the 
personal intervention of President 
Eisenhower, who is reported to have 
taken action to persuade magazine 
and business paper publishers to 
compromise their differences with 
Postmaster General Arthur Sum- 
merfield. 

Terming the rate bill a “must, 
the President listed it as one of nine 
legislative items that he wants ap- 
proved before Congress goes home. 

But reports of Congressmen close 
to the struggle over the bill indi- 
cated that it would have tough sled- 
ding. Rep. John McCormack (D., 
Mass.) said that Democrats ap- 
peared to be about 15 to one against 


” 


the proposed letter rate. Rep. Harold 
Hagen (R., Mass.) said Republican 
support is running only about three 
to two. 

A 4¢ letter is a major item tn the 
administration’s proposals. But if 
this provision is included the whole 
bill might be defeated. House op- 
ponents of the program said that 
they have enough votes to knock 
out any bill that includes the 4¢ let- 
ter. 

Hearings on the bill were running 
into night sessions in the House post 
office committee which was sched- 
uling as many as 20 witnesses a day. 
The Senate post office committee 
was due to start hearings after the 
House acts. 

On the one hand, many witnesses 
urged a delay on the bill, arguing 
in part that injustices will be done 
without the full facts. Charles E. 
Sweet, spokesman for the Agricul- 
tural Publishers Assn. said: “Surely 
our country, our economy and our 


IW 1953. AFTER 20 YEARS OF RISING COSTS POSTAL 
RATES ARE VIRTUALLY UNCHANGED 


INDEX JULY 1932: 100 


2nd CLASS 


NO CHANGE pown 5.9% 





POSTAL 
COSTS INDEX 


5 


Ist CLASS 
POSTAL RATES 


Case for Higher Rates . . This chart was used by | 


re 
J. © 


eral Summerfield in presenting 
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future are not going to be wrecked 
if we postpone for a few months the 
remodeling of this structure until 
we get the blueprints.” 

But Rep. Oliver Bolton (R., O.), 
who supports the bill as one means 
of helping the U. S. budget, asked 
such witnesses: “How do you feel 
about raising the ceiling on the na- 
tional debt?” 

Some committee members oppose 
rate legislation until next year, 
when Congress will have a report 
from the so-called “Carlson com- 
mittee” a special group studying 
postal operations and rate making 
for the Senate post office commit- 
tee. 


Business paper society 
elects Phair president 
® NEW yorK . . William A. Phair, 
editor, Hardware Age, has been re- 
elected president of the New York 
Business Paper Editors Society. 
Other officers elected at the re- 
cent annual meeting are: Jack A. 
Ghene, managing editor, House- 
wares Review, vice-chairman, and 
Aileen H. Weisburgh, Sales Man- 
agement, secretary-treasurer. 
Members of the executive com- 
mittee are Cyrus Bernstein, director 
of editorial production, Haire Busi- 
ness Publications; Robert W. Arm- 
strong, editor, Electrical Merchan- 
dising; David Manley, editor, Mod- 
ern Stationer; T. C. DuMond, editor, 
Materials & Methods; E. Grazda, 
editor, Electronic Design. 


695 inquiries bring 91 sales, 
business paper study shows 

® CLEVELAND .. A total of 695 sales 
leads resulted in 91 completed sales 
with 223 additional sales pending, 
according to a survey just com- 
pleted by New Equipment Digest, a 
Penton publication. 

The study was made in New Jer- 
sey’s Essex County, which accounts 
for 20°) of all manufacturing in the 
state. Essex County’s value added 
to goods by manufacture is listed 
as more than $1 billion, while the 
county’s industrial employment ex- 
ceeds 150,000 persons. 

The 695 sales leads which formed 
the basis of the study came from 
240 individuals representing 137 
different manufacturers in the 
county who responded to NED ad- 
vertising. Besides the 91 completed 





Finds and sells new markets 





% HIDDEN 
TREASURE 


‘YOU DON’T NEED A WITCH HAZEL WAND OR A GEIGER 
COUNTER TO UNCOVER HIDDEN PAY DIRT WITH THE 
1EN PLAN.” 


You start with your 62,000 best prospects, all 
selecting, specifying or purchasing officials 
in active, well-rated plants in 28 industries. 
A few thousand consultants and government 


officials are included. 


Every month you lay before this reservoir of 
buying power an illustrated and indexed de- 
scription of your products. Each of these 
users is looking for products just as fervently 
as you are looking for new customers. Your 
objectives coincide with theirs, and buying 
action from new customers, perhaps in un- 


suspected industries or departments, results. 


That’s IEN! And the cost is only $1,800 a year 
for 62,000 monthly calls; less than 14¢ per call. 





(Sauutze 3(1EN)S: US, CANADIAN, BRITISH. osauet, ) 





Industrial Equipment News will find you new 
customers, new markets, and help you to keep 


them. 


New products, new applications, come so fast 
that, no matter how efficient a sales depart- 
ment may be, it is impossible to keep up with 
potential buyers without a systematic, all- 


inclusive locating device. 


The device, IEN, is already here and function- 
ing successfully. It provides market research, 
too, but pre-sells and promotes orders while 


it explores. 


USE THIS COUPON FOR HELPFUL INFORMATION 


The six items listed below are available in our Media Data 
File folder—yours for the asking. This folder contains all the 


.information you need to indicate how Industrial Equipment 


News can carry information on your products to all manu 
facturing industries. 


1—NIAA Report 
2—CCA Audit 


3—The IEN Plan (how to 
reach the men in industry 
who specify and buy) 


4—Inquiry checking and 
analysis work sheet 

5—Work sheet for new 
product publicity 

6—Check chart for 


advertisement analysis 


Industrial 


Industrial Equipment News The Original 
Thomas Publishing Company JEN 

461 8th Avenue, New York 1, N. Y. Founded 1933 
Send to 


Name 





Title A ee ee 
Company a 
Address ee ee 


( ) complete media data file 
oritemno.1( )2( )3( )4¢ )5¢ )6¢ ) 
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Why 


it’s Your Basic Advertising Buy 


to sell the $9 Billion 
Forest Products Industry* 





*Manufacturers of Lumber — Plywood and 
Veneer — Wood Containers — Furniture — 
Millwork — Flooring — Many Other Wood 
Products — and Large Industrial Users of 
Wood 











. WOOD & WOOD PRODUCTS gives you 
concentrated coverage of the larger op 
erators the 28% who produce 88% of 
the total industry output. 


. WOOD & WOOD PRODUCTS is designed 
to bring your sales message to the TOP 
EXECUTIVES who make the buying de 
cisions . . . specify or influence the pur- 
chase of products, equipment or services 
used in the manufacture, processing. han- 
dling and transportation of lumber and 
all other wood products. 


. WOOD & WOOD PRODUCTS gives its 
readers planned editorial content based on 
actual field research and careful analysis 
of industry trend: 


- WOOD & WOOD PRODUCTS editorial 
leadership assures maximum ADVERTIS- 
ING READERSHIP, as evidenced by ad 
vertisers reports on sales resulting from 
the superior quality inquiries received from 
readers. 


. WOOD & WOOD PRODUCTS, through its 
circulation policy of “not how many. but 
WHO.” delivers greater buying power. 


. WOOD & WOOD PRODUCTS, added to 
your regular sales force. gives you power- 
ful sales coverage of the entire Forest 
Products Industry. 


@ For proof of WOOD & WOOD PRODUCTS 
effectiveness, ask for your FREE copy of our 
new Market and Readership Study and our 
latest Market Data File. 


@ To sell the Forest Products Industry, plan 
@ FULL SCHEDULE in... 


wood 


wood products 


A VANCE PUBLICATION 
139 N. Clark St. Chicago 2, Ill. 


® Phone: Financial 6-5380 lt) 
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sales and 223 additional sales pend- 
ing, 48 of the 91 reported they were 
considering re-orders. 
Information in the survey, which 
was conducted over a_ six-month 
period, was obtained by checking 
back, by 


view, with the individuals who had 


letter or personal inter- 


sent inquiries through New Equip- 
ment Digest during the survey peri- 
od. The survey showed, NED said, 
that an equal or greater number of 
prospective buyers inquire directly 
to the advertiser 


Dun‘s Review & Modern 
Industry bows in August 
@ NEW YORK Dun’s Review and 
Modern Industry have merged and 
have begun appearing as one Dun 
& Bradstreet publication, Dun’s Re- 
view and Modern Industry, effec- 
tive with the August issue. 

The top executive staff of both 
publications will remain the same, 
with some changes in management 
and editorial assignments. Norman 
C. Firth, editor and publisher of 
Dun’s Review, will be editor and 
publishing director of the merged 
Alvah B. Wheeler, ex- 
ecutive Modern 
Industry, will be advertising direc- 
tor with Alex J. Dughi, Jr., 


advertising sales manager o 


magazines. 
vice-president of 


present 
f Dun’s 
Review as sales manager. 
Managing editor of the merged 
Richard L 
Review, while 


Modern In- 


publications will be 
Kraybill of Dun’s 
Walter F. Grueninger, 


dustry vice-president, will be cir- 
culation manager. 

The combined magazines expect a 
minimum circulation of 110,000 with 
about 44,000 paid. Subscriptions will 
continue to be solicited at $5 a 
year. 

New advertising rates are to be 
announced shortly, according to Mr. 
Firth. Meanwhile, advertisers hold- 
ing contracts with either magazine 
will pay no additional money for 
space in the first three issues. 


Cost of sales call is $17.24 

in industrial field .. survey 

® NEW YORK Average cost of a 
sales call in the industrial field is 
$17.24, a survey by the Sales Execu- 
tive Club of New York shows. 

The SEC concluded that sales ex- 
ecutives must therefore be choosier 
in the types of sales they follow up. 

Of the 228 manufacturers of ma- 
terials, equipment and services for 
the industrial market who partici- 
pated in the survey, 52.4% of the 
companies find it harder to get or- 
ders today than a year ago, while 
46.5% expect their business volume 
to be adversely affected if 
settled world conditions result in a 
let-down in defense spending. Only 
11.3°%, expect peace to be beneficial, 


more 


while 22.6% say peace will have no 

effect on sales. The 

196° “just don’t know.” 
Other findings: 


remaining 


1. Salesmen average 2 orders 
per 100 cold calls . . 
calling on 100 leads developed by 
. and 38.4 orders from 


100 calls made on inquirers who 


16 orders when 
advertising . 


have studied the company’s litera- 





(a) NEws 
ture. 

2. Average cost per order ob- 
tained ranges from $44.89 to $187.39 
depending on the type of lead con- 
tacted. 

3. While the average cost per call 
is $17.24, the majority (80.9%) of 
the companies indicate calls cost 
from $5 to $30. . with 42.1% in the 
$10 to $19 bracket. Average cost 
per call for this major group is 
$14.38. 

4. Based on the average cost per 
call of $17.24, the average cost per 
order is $187.39, or $156.30 if the 
average cost per call is $14.38. 


Workman's Wig. . §: 


yman 


Agencyman feted by 
his 7 accounts 


® DALLAS, TEX... It was like a “man 
bites dog” mere when seven ac- 
counts, most of them industrial, 
staged a surprise testimonial dinner 
for agencyman Ted Workman. 

Mr. Workman, who has served his 
accounts for periods ranging from 
one to 20 years, was lured to the 
dinner in the belief that it was to 
be a sales meeting and was asked 
by Harry Lemmons, president, Sal- 
admaster Sales, Dallas, to prepare 
material for a presentation. 

The happy and astonished Mr. 
Workman accepted the wig “to re- 
place the hair lost by worry over 
his accounts.” Clients attending the 
dinner were: 

Bud Hilker, advertising man- 


Gales Pinch 


a tie 
multi-billion dollar 


Meat Packing Industry 


You can sell the $15 Billion dollar Meat Packing Industry by 
putting more sales power into your punch with the ‘one-two’ 
combination of the National Provisioner and the Annual Meat 
Packers Guide. Here’s a result-producing sales team to sell your 
product or service — the sure way to get your share of this mar- 
ket. You can’t beat this ‘one-two’ combination for sales power 


i | NATIONAL PROVISIONER 
/“oaener | PUBLISHED WEEKLY 


Many times daily . . . business decisions are 
based on the Provisioner’s editorial and 
market information. Through its weekly 
service of extensive and dependable market 
information, the Provisioner has earned the 
tide of “Voice of the Meat Packing Indus 
try’... plus a healthy 85% subscription 
renewal rate. The Provisioner knows how 
to reach this vast market ... can do a 
better selling job for you. Phone or write 
today for complete information. 


MEAT PACKERS GUIDE 


PUBLISHED ANNUALLY 











secre e The GUIDE is the Industry's only reference 
I | 3 and buying aid ... used consistently by 
ail 99.2% of the Industry for reference and 
] buying information. It brings your sales 
message to plant officials at the moment 
they are in a buying mood. Starting with 
the 15th edition (1953) your advertising in 
the GUIDE can be in either of two separate 
sections ... the Reference and Data Se« 
tion ... and Buyer's Guide Section 
enabling you to tailer your advertising to 
f suit the buyer's information needs. 





NT SECTION 
UCTION SE¢TION 
CRATING SECTION 


© SERVICE SECTION 


Write for brochures on the Provisioner and the GUIDE 
for specific information on the Meat Industry Market 


THE 2 


Mme 


Leading Publication in the Meat Packing and Allied Industries Since 189) 


15 WEST HURON STREET * CHICAGO 10 
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} ager, Eastman Oil Well Supply Co., 
are copies of Denver, Colorado; John Wilson, 


president, and Aubrey Wilson, gen- 


a . 
Ceramic Bulletin eral sales manager, Wilson Mfg. 


Co., Wichita Falls, Tex.; Charles 


kept on the job for Murray, Lake Whitney Enterprises, 
Whitney, Tex.; Frank Lebus, Sr., 


president, Lebus Rotary Tool 
years when others Works, Longview, Tex.; Charles 
. Warman, Jr., general sales manager, 
are soon discarded Wichita Falls Foundry & Machine 
Co., Wichita Falls; and Walter Amis, 
president, National Geophysical Co., 
and Don Sillers, president, Peerless 
Mfg. Co., both of Dallas 


Expect Tulsa oil show to sell 
$1 billion in equipment 


® TULSA, OKLA. . . Nearly half a 
million persons saw the oil indus- 
try’s biggest promotion . . the 13th 
annual International Petroleum Ex- 
position sponsored by the Independ- 
ent Petroleum Association of Amer- 
ica in Tulsa, Okla. 

They tramped over 28 acres of 
grounds and gazed at the displays of 
1,484 exhibitors . displays that 
ranged in size from tiny valves to 
$500,000 drilling rigs. Spectacular Setting 


Among other things the visitors PREGTIEORIC ORIN in 


saw: 
A 65-foot, papier mache, gold- 
painted statue of an oilman by Unit 


is that Ceramic Bulletin’s editorial con- 
tent is considered the authoritative source 
for technical data by ceramists. Because 
articles in Ceramic Bulletin are written 
by outstanding men in every branch of 
ceramics, issues become a “text book” 
reference library referred to constantly 
by our readers 


All of which adds up to MULTIPLI 

READER IMPACT for our advertisers 
whose message is seen time and time 

again by the top strata of ceramists. 


Plan now to reach a// of your ceramic mar 
ket by carrying a regular ad schedule in 
Ceramic Bulletin and keep your sales 
story working “overtime” on the 5000 
plus ceramists who buy, specify and rec 
ommend in this 3 billion dollar market! 


eramic : 


® Bulletin rte of 


2525 N. HIGH ST., COLUMBUS 2, OHIO Lots of Space. . Aciia 











FIRST among business magazines with 





High §ditorial Quality 
deserves finest binding 
for Readers and Advertisers 


Months of experMggenting in co-operation with the makers 
of Smyth Book Sewing Machines, leaders in their field, has 
produced a publication equal in quality to any hard-bound 
book. 

Sewing over 40,000 copies of MACHINE and TOOL 
BLUE BOOK each month is no small task. It is expensive 
for us — but worth it. It proves the value of paying close 
attention to details. It is not enough to constantly improve 
editorial content. It is equally important to seek new ways 
to step-up physical appearance — modern, readable type — 
simple, logical layout treatment — quality paper and print- 
ing — and, finally our latest achievement — SEWED BIND- 
ING which is synonymous with durability and permanency 

.. another plus for BLUE BOOK advertisers. 

These are the things that make MACHINE and TOOL 
BLUE BOOK more valuable to our readers, and in turn 
more valuable to our advertisers. Write for a copy — you'll 
like the “feel” of sewed binding. In fact, you'll like the en- 
tire book from cover to cover 


MACHINE and TOOL BLUE 
PUBLISHED EVERY 


Comoressie® tee ; 

‘ 

Cor Machines bis 
v 


mereleor Od 


Plon Holds Rejects '° 4 
° 


e 
Crane sore’ fleer Pe 
en 


Mew Steck Wendling 


\s 
merer'® 
Expedite es verte? 


is 
+ contents OM pac 


Woshingter 


) 
Wee's Business 


th a 
Every month over 40,000 copies are sewed like a 
$4 book on Smyth Sewing Equipment 


Here is a battery of Smyth sewing machines, sewing over 40,000 copies of 
the current issue. It is necessary for each operator to find the center of each 
section and place it astride the saddle. The section is then carried into the 
sewing machine where 8 needles sew through its center. The continuous 
thread of each needle makes for the attachment of one section to the other 
until all 13 sections of each BLUE BOOK are firmly attached, one to the 
other. Over a half-million sections per issue are handled through the Smyth 
sewing machines. The thread sewing done on these machines is the same 
as is used for hard-bound books. It insures complete opening to the back 
of the book with no breaking or loosening of individual leaves or sections 


BOOK ¢ WHEATON, ILLINOIS 
MONTH FOR 47 YEARS 





We’ve said it all along! = news 


Rig & Equipment Co. 

Now... A two-story U-shaped building 
containing a 133-foot derrick by 
U.S. Steel Corp 


+ 
a new analysis of A 15-ton bushwacker by Amer- 
ican Steel Dredge Co. 
coal-use j The visitors 7 including delega- 
‘le tions from 50 foreign countries . . 
ia saw displays of electronic equip- 
proves ie ment, superhard metals, plastic pipe, 
Pe) plastic storage tanks and scale mod- 
 , els of oilfield and refinery equip- 
ment valued as high as $10,000. 
On view was nearly $100,000,000 
worth of equipment. More than 30 
companies who had displays at the 
exhibition transported some $100,- 
000 worth of equipment each to 
show off, while at least six com- 
panies were reported to have in- 
vested $1,000,000 each in the huge 
exposition. 


| UTILIZATI a Immediate results of the exposi- 
sen on y tion were the sale of a $450,000 rig 
during the first day of the show. 


covers the tremendous U. S. Steel sold a $45,000 pump be- 


fore the show was over, while most 


horizontal market of coal users companies expected to sell all the 


‘ _ i ; equipment on display. Estimates 
No figures demonstrate the unique coverage offered by ein eek witttalin dic amenities alee tes 
UTILIZATION more emphatically than the following— : ; 

Companies reached utilize 90% of all coal tonnage. Our 
readers account for 52% of retail coal sales; nearly 100 
of coal consumed by electric utilities; 86° of coal used in 
primary-metal manufacture. In all, UTILIZATION reaches rect result. 

10,210 coal-using companies—is read by company officials, 

superintendents, managers, engineers, technical personnel, 

purchasing agents, in short the PRIMARY BUYING Follow these rules for 4 bee coat 
INFLUENCES in: ca ameter | we oop 

@ coal burning electric utilities @ municipal and private 3 cf 
power stations @ most steel and cement mills @ some 6,000 oO? Ea ‘ 
manufacturers (automotive, paper, etc.) @ all Great Lakes a: ven eo 
coal docks and coal handling railroads @ 5,800 prominent = | 
retail and wholesale coal yards. 

We know they read UTILIZATION because we check their 
monthly poll cards, requests for information and catalogs, 
statements of preferences. 

One more statistic? In 1952, our advertisers placed 471 Ri a 
pages with us, against 196 pages in 1948, first full year of / “( (: 
publication. i avon 

So if you want to reach the companies who burn, buy, +3 
dock, export, handle, heat with, load, manufacture with, >< 
move, sell, ship or stockpile 90% of the nation’s tonnage, 
advertise in UTILIZATION. ALLIS-CHALMERS @> 


MECHANIZATION, INC., PUBLISHERS 


1120 MUNSEY BLDG. Safety First . . Allis‘Chalmers Mi 
WASHINGTON 4, D.C. Milwaukee, is promoting summer saj{ 
NEW. YORK @ CHICAGO ty for children as part of its pub! rela 
PITTSBURGH aia, Sunnrnavee The abova ad ran in 2% 

SAN FRANCISCO ech egg AT ae Ol D8 aah My 

LOS ANGELES newspapers in states in waihcr 


closing of the exhibition, Tulsa ex- 
hibitors will have sold more than $1 
billion worth of equipment as a di- 


The MAGAZINE of COAL USES 
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Advertiser Changes. . 
Raymond P. Wiggers 


1ger rrank a 


John F. Apsey, Jr. . . has been apy 


marketing manager, Bi & Decker 


wnson, Md. He has been adver 

1g manager since 1935 ther appoint 
ments are G. Ross French, former assistant 
the post of ad 


manager, and Robert A. McGrain 


qaavertising manager K 
vertising 


formerly in the sales department, to sales 


promotion manager 


Richard M. West . . former assistant ad 


vertising and sales promotion manager 


has been promoted to advertising manager 


of the Osborn Mfg. Cx 


assistant 


Montgomery R. Budd . . former 


manager of the advertising iepartment 


T 


iles Powder Co., Wilmington, Del., 


named director of advertising 


peen 
Newcombe C. Baker . . has been ay 
pointed advertising manager and Carlet 


Adams sales promotion and_ publici 


I 
Yale Materials Handling Div. 


~_ : : 
Towne Mfg. ( Philadelphia 


William G. Wright . . former manager cf 


marketing, Panellit, Chicago, has as: 


the duties of executive assistant 
= 


president, C. A. Dunham Cc 


ating equipment manufacturer 


James L. Hayes .. | 
lent f National 


sidiary of Minnesota Mining 


Gus Topper and Dorothy Goza . 


ined the staff of Gateway St 
formerly 


tment 


J. E. Brister . 
1ger of the m 


department of Bakelite 


iW } 


Neal W. Welch . . has 
charge of 


North 


president in 
Adams 
Asa 


PO 


} 
' THE NEWS SERVICE ON 
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helps you sell 
the Men responsible for 
Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — it’s expanding, growing but its 
size is unknown and in many respects, 
unknowable. No one knows what design 
engineers will be creating and working 
on — for tomorrow's products. Therefore, 
you can’t reach too many product engi- 
neers—too often. 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re- 
sponsible for the Design & Development 
of durable goods—tomorrow’'s products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment. 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 
—OEM-—the market interested in compo- 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow's 
products. 

PD&D HELPS YOU MEET TODAY'S CONDITIONS... 


Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested 
even more imperative. 

PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form; 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 


PD&D HELPS ADVERTISERS 00 THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers. 

THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D's 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible and over 
4,000 use PD&D's Reader-Service cards 
every month making over 23,000 requests 
for additional product information, 


To make it easy for Advertisers who want to Buy 


Here’s how one Advertising Executive 
highspotted his recommendation: 


s¢ Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 99 


Data for your proposal: 


CIRCULATION: 34,000 individually-addressed 
copies, CCA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by ‘who reads it” but also by the 
mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading 


~ FEBRUARY, 1959 pumas 











see 


PRODUCT DESIGN 


% 


& DEVELOPMENT | 





A Spats lebesen Publication coveriag the Original Cqulpment Martel 


ase 
MPLA? LETS gp me 


Or 


a 
bead 


iss Materials & Parts 38] Progress Reports 


ret PROCE mab ane 











The Only 


nas 


l, ee te Seep aE penne” Sage ae eae William E. Pensyl . . former 
oO ii Saies prom 1O! A1GssNil LGOINS 4 . : = it : 


oink 


py chief 


publication in the oe a 7 : ae a i . J ag? y a Dozier Eastman & Co... . Los Angeles 
field eee eras A ; , cae st ne 7 ~ wie been named t nandie r 


: s motion 
BEST'S Philip S. Hill . . 


esident in 


makers 














SAFETY & MAINTENANCE 
DIRECTORY 


1954-1955 edition 
Robert Moeller . . former 


Now you can reach the safety- Agency Changes Ses ee 
maintenance market at the mo- viens acca 
ment of buying decision. For two i 
full years your sales story is seen Orville Chase, Olin Saunders and Robert 
constantly by the men with the Tannekill . Ss | caeretslastion’. 


sits piandiened president f mpton Advertising, New Benham Advertising . . Philadelphia 


BECAUSE “— e Yor been hat inte i to hand 


1) the Directory reaches the endeaae i Os 
grass roots of the safety mainte- pia 
nance field . . . throughout all in- 1 Ape 
dustry. Ketchum, MacLeod & Grove, Pittsburgh John Mandable. . formerly 

2) They need your products to 5M nald, ha j 
meet the unending responsibility . ere eee a 
of solving new problems. Laura Fisher .. former assistant to tl nent, Benton & | 

3} Only the DIRECTORY lists, 
describes, classifies and illustrates h has 
the whole range of safety-mainte- — oo rowne Advertising hicaa Terence Clyne. . vice 
nance products and equipment .. . Naor ¥ : 
accurately, without bics. ws 

4) Your sales story appears 
right in the heart of the section ha i new 1 
you specify ... where it will be nA stroit L. W. Frohlich & Co... 
seen and read by men in a buying ; “e eS 
frame of mind. . 


Albert C. Evans and Melville H. Smith . . 


ed 


Bingham Technical Advertising . . 


Eschen & Roe Co. 
You get a 2 for 1 value in Fra ha 
— one expenditure 
gives you two full 
years of effective ad- 
vertising. W. Thacher Longstreth 
Closing date, ys “A i$ : - ee es ge a hore : Fred M. Reast . . 
September 10th, 1953 ippointed 


Publication date, 
December 1953 fe 4 eee ‘ “rs <r 1p loti eee Smith, Hagel & Snyder . . New ‘ 


nandale 


x pper 
t 


William Schaller Co. .. 


Write for full information. been named te handle 


1 Elect 





See our full page ad in the 
ANNUAL MARKET DATA & 
DIRECTORY NUMBER. 








i Eee dati a Ra ile William J. Sheehan . . forme: 
™ Kiki I i TOV Pittsburg 1 Ina nt Dorem x New Yor 
NY ae executive pointed rice-presidaent 
Smith, Hagel & Snyder, . . New York, has 
been name handle four new a int Hugh H. Graham . . New 


75 Fulton St., New York, 38, N. Y. SR ES ROI ha EEE. adiipes 


Ip} 


publication. 


Atlanta Cincinnati tri ips and 1m} fice Equipment for Consolidate 
Boston Dallas ; . zie 

Chattanooga Los Angeles 
Chicago Richmond 
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Gas Construction 
Budgets for 1953 


Here’s real inside information from the gas utilities and pipe 


; : Sixth Annual Report 
line companies themselves . . . their own budget figures, as 


Just off the press! 


given to GAS, showing their expansion plans. 


GAS makes a comprehensive survey of the gas industry 
each year, to get first-hand information on construction proj- 
ects underway, approved, and planned. The report of this 
survey is a GAS exclusive and is made available as a public 


service, without charge. 


This year 125 gas utilities and 56 pipe line companies 
cooperated in the survey and spelled out their plans. The 
report shows how much the utilities will spend and what they 
will spend it for, and gives the cost, location and description 


of pipe line projects. 


This is information tailored to guide you in your sales and 


advertising programs—16 pages of data and maps. 


A billion, six hundred eighty-one million dollars is being 
spent by the gas industry for new construction in 1953— 


40% more than last year. 


Three billion, seven hundred twenty-one million dollars 


will be spent by the end of 1955. 


These are the gas industry's own figures—not ours; and they 
are for new construction only. A huge additional market 
exists for machinery and products of every sort, in the daily 
maintenance and replacement requirements of this giant 


industry. 





GAS reaches this multi-billion- 
dollar market with 


24.7%more total circulation 

46.4% more circulation in 
gas companies 

74.7% more circulation to Super- 
intendents, Engineers, and 
Managers, in charge of 
operations 

... than you can get in any other 

gas industry publication. 


Advertisers know this—and 
the swing has been steadily 
to GAS for seven years! 


a eee 


GAS gained 180 adver- 
tising pages over|95] 
23.4% 

The second publication 
lost 9 advertising pages 


Since 1945... 
GAS has gained 374 ad- 
vertising pages—65.2% 
The second publication 
has lost 56 pages—4.8% 


1. More circulation. . . 


The Leading 


2. More editorial pages per issue... 


Gas Industry Publication 3. More advertising pages per issue... 
4. Lowest advertising cost per thousand circulation. 


A Jenkins Publication * 198 S. Alvarado St., Los Angeles 57, Calif. 
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What the automotive manufacturers do 
— productionwise —is news of the 
greatest interest to MACHINERY’S 
readers. Working with the builders of 
machine tools and other manufacturing 
equipment, automotive production men 
have set the pace in solving metalwork- 
ing’s ever-more-complex problems. The 
methods and equipment they have de- 
veloped have been used in mass-pro- 
duction industries all over the world. 

MACHINERY'S report on Automotive 
Production—November, 1953—will be 
read by engineering and manufactur- 
ing executives in every metalworking 
industry. These men have the means 
and authority to employ new methods 


and equipment in their own plants, 
and so the technical information in 
November MACHINERY becomes, for 
them, important buying information... 
and, for MACHINERY'S advertisers, the 
subject of Automotive Production, with 
its high reader interest. will add im- 
pact and forcefulness to their selling 
messages. 

If you have not yet scheduled No- 
vember MACHINERY, consider how its 
newsworthy subject matter will add to 
the readership and effectiveness of your 
advertising. Plan your advertisement 
now: and for maximum effectiveness, 
tie its subject matter in with the theme 
of Automotive Production. 


Published by The Industrial Press, 148 Lafayette St., 





MACHINERY 


pRroDUCTION 

RING AND 

MONTHLY MAGAZINE OF ENGINEE 
KING'S 

METALWOB 


Y Automotive 


Production 
Number 


New York 13, N. Y. Forms close October Ist. 





A MANUFACTURER REPORTS: 
“Our sales more than doubled 
during a period in which we ran 
ads mentioning 


OPERATOR 25”. 


“Operator 25” 


gives you 


More Sales! 


Western Union's “Operator 25” 
Service fills the vital link be- 
tween the advertiser and the 
consuming public. How? A pro- 
spective customer, whose interest 
in a branded product or specialty 
is aroused by an advertisement, 
or radio or TV program which 
offers “Operator 25” service, 
can quickly locate the nearest 
dealers handling that product. 
He calls his own local “Western 
Union Operator 25,” mentions 
the advertiser's name, and is 
promptly given the names and 
addresses of nearby dealers han- 
dling the product. “Operator 
25” has already proved its power 
to get consumer response—build 
sales—cut selling costs. For de- 
tails, ask your local office 


WESTERN UNION 
42/0 it iain 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


Technical upsurge is big news 
in $40 billion food industry 


By Frank K. Lawler, Food Engineering; E. W. Mayo, Jr., Sugar: Dana M. Hubbard, The 
Canner; Ed Walzer, Food Marketing; Howard P. Milleville, Food Processing; Harold E. 
Snyder, Baking Industry; E. W. Williams, Quick Frozen Foods & the Locker Plant; Don 
Gussow, Candy Industry, and Edward Thom, Milk Dealer, Ice Cream Review, and Butter, 


Cheese & Milk Products Journal. 


@® THREE broad trends in the food 


manufacturing industry are influ- 
encing its growth as an industrial 
market. 

First is the steady step-up in the 
production of manufactured and 
processed foods. Second comes the 
upsurge of technical progress and 


the economic factors therein in- 


volved. Third is the relative gain 
and loss picture for particular food 
products as other items take a big- 
ger share of the space in the na- 
tion’s stomach 

Some 7,000 new food consumers 
sit down to the dinner table each 
day . . and, of course, the food man- 
ufacturing industry must make pro- 
portionately more food available 
As more people come to dinner day 
by day, food growers over the years 
1975 to fill five 
are only 


must get geared by 
plates where there now 
four 

Trends in consumption, however, 
are only a small part of the food 


story. Deep down inside the indus- 


try, something is boiling faster than 


output figures. 

We refer to the technical upsurge 
in manufacturing and_ processing 
methods and equipment 

This industry came out of World 
War II running. And it has been 
running faster and faster ever since 
advances 


in respect to technical 


The reason? The high cost of labo 
and other necessities of the industry 
have stepped up the tempo of op- 


erating efficiency. To put it briefly, 


food plant rapidly are 


being engineered for smoother, fast- 


operations 
er flow .. with less manpower, more 
horsepower. 

The best measure of this funda- 
mental trend is rate of capital ex- 
penditures for new food plants and 
equipment. Not long ago half a bil- 
lion dollars was big money in this 
department, but last year $785,000,- 
000 went for new plant and equip- 
ment, according to Department of 
Commerce figures. This year, our 
own survey indicated an expendi- 
ture of $879,000,000. And looking 
ahead to 1954-56, the layout may 
better a cool billion. 

What is all this being spent for? 
Most 


is going into more modern equip- 


Not merely for more capacity 


ment and processes for higher ef- 
ficiency. It is buying lift trucks, 
conveyors and bulk handling equip- 
ment. It is being spent for con- 
tinuous processes to replace batch 

for short-time-high-temperature 
equipment to improve quality while 
stepping up efficiency. It is going 
mixers and 


into new continuous 


separators, automatic ingredient 
proportioning systems and _ process 
control instruments. Certainly a 
fair share is buying faster and bet- 
ter packaging machines to whittle 
food plant packaging departments 
and costs down to reasonable size 

How is this spending spree paying 
off? In the over-all it has enabled 
food manufacturers to step up the 


profit margin by 21% in the last 





the big wheel 


—thinks big and talks big and considers 
those top-floor, deep-carpeted sanctums 
his natural habitat. 
It so happens, he also produces. BIG. 
One of his secrets is the conviction 
that consistent, fact-filled advertising 
is a mighty help when it comes 
to getting that one big OK. 
And since he’s in the business of selling 
big, costly power equipment, he knows that this OK 
often comes from a reader of POWER. 
Why? 
Because the biggest power-field audience, by far, 
is POWER'’s 45,000 paid subscribers 
. it’s the most intent and responsive audience, too, 
as shown by surveys for years and years 
. 45,000 readers who are looking 
for the useful product facts you can give them. 
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That's why manufacturers and good equipment salesmen know: 


1F YOU WANT TO MOVE A PRODUCT, ‘ BEHIND IT 


A McGRAW-HILL PUBLICATION ABC * ABP 
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six months despite high cost fac- 

tors. Higher productivity does it 
FRANK K. LAWLER, editor, Food 

Engineering, New York. 


Sugar Campaign Needed. . The 
U. S. will consume 8,000,000 tons of 
sugar in 1954, an astounding total of 
30,000 billion calories. Year by year 
total U. S. demand for sugar grows 
with the growth in population. But 
the per capita consumption has re- 
mained virtually stationary since 
the war. 

Supplies in 1954 will exceed de- 
mand. This fact points up the ne- 
cessity, vigorously advocated by 
some segments of the industry sup- 
plying the U.S., for a united and 
aggressive sales campaign by the 
entire industry. Such a campaign, 
using newspapers, magazines, radio, 
television and all modern tech- 
niques of public information, should 
be aimed at correcting erroneous 
impressions regarding the harmful 
effects of sugar which have been 
scientifically discredited by the 
work of the Sugar Research Foun- 
dation. It could emphasize that on 
a per calory basis sugar provides 
the lowest cost food available. 

The campaign must be supported 
by all branches of the industry sup- 
plying the U.S. market. U.S. pop- 
ulation increase annually accounts 
for the consumption of an additional 
130,000 tons of sugar. An effective 
advertising campaign might be ex- 
pected to increase per capita con- 
sumption from the present 95 Ibs. 
per year to perhaps 105 lbs. This 
would mean additional demand for 
375,000 tons and would insure the 
continued stability of the economy 
of such areas as Puerto Rico, Ha- 
waii, Cuba and the beet growing 
areas of our Western states. . . E. Ww. 
MAYO, JR., editor, Sugar, New York 


Canners Merchandise . . This 
summertime is the time of year 
when the living is easy. As the 
lyricist puts it, if anyone cares, fish 
are jumpin’! Fortunately, fruits, 
vegetables and other prized crops 
are ripening. Before the 1953 
World's Series starts, they'll be fro- 
zen or processed in the cans for the 
delight and nourishment of 150,000,- 
000 people in this nation. Foods 
seem unlikely to lose popularity in 
the consuming year 1953-54 that lies 





Hui ty biti? 


Undoubtedly, readers never pack MODERN MA- 
CHINE SHOP in their tackle boxes. But you 
would be surprised about the darndest places 
where we do find it is read. Most of the 40,000 
copies find their way out of the plant . . . into the 
favored position of Icisure-time reading. This is a 
tribute to its valuable editorial content and con- 
venient pocket size. 

“How're they bitin’ ?” has an extra meaning to the 
advertiser in MODERN MACHINE SHOP. Liter- 
ally hundreds of advertisers, after careful appraisal 
of inquiry records and cost, have decided that 
MODERN MACHINE SHOP is “the most result- 
ful’ magazine in the entire metalworking field. 


When you use it, you put your message where 


thousands of “decision men” are sure to see it. 
Production executives . . . whether plant man- 
agers, master mechanics, superintendents or general 
foremen . . . keep up on the latest developments 
in MODERN MACHINE SHOP. They consider it 


an important on-job, off-job accessory. 


MODERN MACHINE SHOP reaches more than 
40,000 production executives, men who buy or 
influence buying in their plants. Its audience is the 
largest in the industry. Its plant circulation alone 
. . . 28,000 plants receiving one or more copies . . . 
is larger than the fotal circulation of many metal- 
working publications. 

Put your money where your market is (even on 


vacation) . .. in MODERN MACHINE SHOP. 


Write for New 48-page FACTS FOLDER, "Highway to Metalworking” 
Comprehensive data on MODERN MACHINE SHOP and the Metalworking Market 


MODERN MACHINE SHOP 





431 Main St., Cincinnati 2, Ohio 
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TEXTILE MILLS 
DOMINATE 


INDUSTRIAL 


MARKETS 
IN_LATIN AMERICA 


en 


Interior of a Chilean cotton mill, typical 

of progressive Latin factories 
From Mexico to Argentina, more 
than 3000 mills are busy turning 
out the textile requirements for 
one hundred and fifty million 
people. In many classes of mer- 
chandise they produce less than 
half the local demand. Conse- 
quently, the pressure for expan- 
sion is great. 
Yet, even to-day, and discounting 
the growth to come, the textile 
industries of Latin-America pro- 
vide by far the largest single 
field for sales of industrial 
equipment. They buy special- 
ized textile machinery, of course. 
In addition to that they buy 
equipment for materials han- 
dling, air and water condition- 
ing, pumps, motors, compres- 
sors and a broad spectrum of in- 
dustrial goods. 
Almost without exception, these 
mills consult TEXTILES PAN. 
AMERICANOS for North Amer- 
ican sources of supply. It “talks 
their language”, gives you a 
quick and impressive introdue- 
tion to the most - 
important buy- d 
ers in the field. 
Full information 
and rates on re- 
quest. 


anwunecatt 
PUBLISHING CO., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna 4-5563 
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directly ahead. 

The trend as July, 1953, opens is 
that this season’s packs will be 
slightly larger than last year’s. Pro- 
duction costs for raw products will 
be about the same as they have 
been in recent years. A few can- 
ning processes definitely improved. 

Plainly apparent among the trends 
affecting canned, preserved, pickled 
and frozen foods is the swing to- 
ward supermarket merchandising 
methods 

Today independent food mer- 
chants who have done business for 
any considerable period of time are 
critically at thei 
Many an inde- 


looking a_ bit 
sources of supply 
pendent wholesale grocer who built 
a reputation during the World War 
era or shortly thereafter has made 
sharp alterations in his methods or 
has folded. There have been social 
changes that have caused important 
business changes. Co-ops have 
brought some of them about in some 
important markets. Brokers have 
helped wholesalers make the neces- 
sary adjustments, teaching them 
that a little knowledge is more than 
a dangerous thing. 

Canners for some months have 
been well aware that they were a 
little smug over their undoubted 
ability to produce their pack of var- 
ious fruits, vegetable and marine 
products. Seemingly, they rarely 
devoted much thought to what hap- 
pened after the cooled cases of mer- 
chandise were moved into the ware- 
houses. Now they have awakened 
to the realization that they have an 
added function: to pack merchan- 
dise that can be sold in profitable 
volume and at profitable prices. 

That’s precisely why the interest 
of the modern canner has started to 
focus on advertising that persuades 
the consumer and the consumer's 
store. That’s why he has a deep in- 
terest in his labels, in packaging, in 
displays and in store layouts, in 
premiums and other point of sales 
promotion. DANA M. HUBBARD, edi- 
tor, The Canner, Chicago. 


Accent on Volume .. Current 
strategy and tactics of marketing 
executives in the food industry are 
aimed largely at one basic goal 
greater volume! 

Competition, costs, and taxes have 
hammered profit margins down to 


such low levels that success . . even 
survival hinges primarily on a 
company’s ability to increase its 
sales. 

The accent on volume is leading 
heights of 
Uppe: 


the industry to new 
teamwork and cooperation. 
echelons in the channels of distribu- 
tion are convinced that they must 
follow through at the point-of-sale, 
where the vital buying decisions are 
made. Aware of the manufacturer's 
determination to exert pressure at 
the store level, various advertising 
media now pledge increased mer- 
chandising assistance to time and 
space buyers. 

Another facet of the drive for vol- 
heavy 
premiums, and other pro- 
motions. Almost any “gimmick” 
which promises to boost sales is 
likely to get a trial. 

Rarely has the food shopper been 
more solidly in the saddle than to- 
day. Manufacturers and distribu- 
tors, in their desire to obtain a 
greater share of the market, are 
ready to cater to the consumers 
slightest whim. . . ED WALZER, editor, 
Food Marketing, New York. 


ume is the emphasis on 


“deals”, 


Food Processing .. Modern meth- 
ods of technological development so 
outstandingly successful in the 
chemical and electronic industries 
are still in their infancy in their 
application to food processing. That 
is why improved products, and new 
forms of products, new cost cutting 
methods of manufacture, new meth- 
ods of packaging, and entirely new 
products will make their appearance 
in increasing numbers in the years 
ahead. 

Those responsible for marketing 
foods would do well to encourage 
an active and persistent product im- 
provement and new product devel- 
opment program by the produce: 
Such a program is a must for sur- 


future competitive 


vival against 
products 
Progress in these as well as in 
nutritional values of food products 
will be much more noticeable in the 
vears ahead. HOWARD P, MILLE- 
VILLE, editor, Food Processing, Chi- 


cago 
Baking’s in a Dither . . Methods 


of mechanically handling 
dients, doughs and finished product 


ingre- 





KING Publications Give You 
Blanket Coverage of 
\ J proriraste MARKETS IN THE 
11 WESTERN STATES 


WESTERN INDUSTRY is edited for the men who “run” the West’s manufacturing 
and processing industries. Here is a big market for materials, tools, components, 
services —both for normal operations and for new plant and expansion programs. 
Wide varieties of natural resources— minerals, forests, oil, farm products, fishing, 
etc.—make this a particularly well diversified, stable market. 


To assure real coverage of buying factors, WESTERN INDUSTRY has a full-time 


circulation staff, continuously watching and weighing industry changes. Latest 
CCA statement shows live circulation of 9376 in the West. 


IMPLEMENT RECORD 


Serves America’s No. 1 Farm Machinery Markets 


.is the “first paper’ to the men who sell and service 
farm machinery for the West's 461,673 farms. These 
farms comprise roughly 814% of the U. S. total yet 
yield more than 18% of the U. S. farm income. 


Intensive cultivation 

Widespread irrigation 

Year-round growing weather 
create demand for more and heavier machinery, make 
big dealerships. Annual average sales volume of Western 
dealers, $203,938... 50% above national average. 


Editorial Policy 


The editorial aim of these three books is to help 
readers solve their business problems. Compare 
King Publications with competitive magazines and 
see for yourself why it pays to advertise in WEST- 

ERN INDUSTRY, IMPLEMENT RECORD, 
WESTERN CONSTRUCTION. 


call our nearest district manager NO 


WESTERN CONSTRUCTION . 


.is read by more contractors and engineers in the 1} 
Western States than any other construction magazine, 
national, regional or local. Because Western population 
is growing 2!/) umes faster than the U. 5S. as a whole 
its need for more highways, dams, power plants, fac 
tories, housing projects, waterworks, streets, pipelines, 
etc., is urgent. The area will continue to use vast quan 


tities Of Construction material 


DISTRICT MANAGERS 


NEW YORK—Richard J. Murphy 
107-51 -) 31st St., Richmond Hill 19 


a 
.! Teleph JA 9-265) 
elephone maica J 
| 
a 


CHICAGO—A. C. Petersen 
3423 Prairie, Brookfield, Iii 
Telephone Brookfield 532 


SAN FRANCISCO—V. C. Dowdle 
609 Mission St., S. F. 5, Calif 
Telephone YUkon 2-4343 
CLEVELAND—Clifford E. Beavan 
3307 E. 149th St., Cleveland 20,0 
Telephone Skyline 1-6552 


128 So. Mansfield, L. A. 36, Calif 
Telephone WEbster 8-8512 
PACIFIC N. W.—Arthur J. Urbain 
609 Mission, San Francisco 5 
Telephone YUkon 2-4343 


5 
| 
| 
| LOS ANGELES—J. E. Badgley 
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In Industry 


Wanted: Firm 
With Explaining 
Job To Do 


Not every sales manager has 

a lot of explaining to do in order 
to move his product. 

But those with technical goods 
to sell to technical buyers 
generally do. 

Industry buys to problems 

not to tastes or emotions. 

And how you and your product 
can solve the trade’s problems 
takes explaining. 

Industrial explaining is 

done in many ways: 

by salesmen; by correspondence; 
by demonstration and 

by authoritative technical articles 
in trade, business 

and professional magazines. 
This last technique reaches 

the greatest number of prospects 
for the least expenditure 

of time and money. 

But it takes two forces you have 
to provide and co-ordinate. 
First, it takes the brains of your 
application engineers. 

Second, it takes a writing team 
which knows both your 
technology and what the editors 
are seeking to print. 

That's our function for 22 clients. 
We're neither ad agency nor 
general P.R. Counsel. We're 
in business only to serve 

firms with explaining jobs to do. 


Start Now 


Test the method. Commit 
yourself only on a trial basis. 
Most of our clients started 
just that way — 

and doubled up the activity 
after the first year. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditorial Relations 


NEW YORK 

507 Fifth Avenue (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 








have advanced to the point where 
the 1953 bakery 
rather than a bread bakery. 


is a bread factory 


The production streamlining trend 
continues with the development of 
what is known in the trade as “con- 
This in- 


novation has kept the baking indus- 


tinuous mixing” of bread. 


try members literally in a dither for 


the past year. Rumors of many 
descriptions were rampant and bak- 
ers were reluctant to make many 
remodeling or in- 


moves toward 


stalling new machinery until they 
were assured that their installations 
would not be obsolete almost be- 
fore they were set in the plant. 
In recent weeks the long ex- 
pected announcement of this new 
process was made and was immedi- 
second an- 


ately followed by a 


nouncement by another company 


with yet another new method of 
bread making. The consternation of 
bakers all country and 


their reluctance to invest in new 


over the 


equipment is readily understand- 
able, since the first announcement 
stated that 


this new process completely elim- 


of continuous mixing 
inated the necessity for such equip- 
ment as dividers, mixers, rounders, 
overhead proofers, moulders, 
troughs and fermentation rooms. 

It is now understood at this writ- 
ing that six installations of this new 
process for bread making are being 
made in commercial bakeries. The 
perfected from a 
through 


process will be 
commercial standpoint 
these installations, and from then on 
it will be a matter of time until 
those interested bakers get into ac- 
tual production using this method. 

The second method is new and 
radical; yet, it permits bakers to use 
their present equipment, or they can 
install new equipment designed for 
the process. It is claimed that bread 
of excellent quality can be produced 
by this method in 28 minutes 
whereas it takes today’s commercial 
baker seven hours to process his 
product. 

Machinery and ingredient manu- 
facturers have been in the race to 
produce this new equipment and 
ingredients to speed up the manu- 
facture of bread and to eliminate 
the necessity for handling it so 
many times throughout the process 
of baking. These are the things that 
have kept the baking industry back 


in its toward a more 


progress 
streamlined production procedure 
It will take a few years before all 
these changes can be realized, but 
the baking industry is well on its 
way to being a truly efficient manu- 
facturer of baked foods. 

The many ingredients that come 
bakery can well 
considerable time in transporting 
them to the point of utility. These 


problems are solved with new ma- 


into a consume 


terials handling methods by bakers 
all over the country. New methods 
of handling their major ingredient, 
flour, have been introduced by flour 
mills, storage firms, trucking and 
rail transportation experts and ma- 
terials handling engineers. 

Bulk transportation and storage 
of flour now permits bakers to re- 
ceive this ingredient in huge quan- 
tities and to transfer it from its 
shipping containers into giant silos 
or bins where it is held for proper 
aging until needed. In many bak- 
eries today, this flour is then auto- 
matically transferred from _ these 
storage facilities right into the mix- 
ers for use. The elimination of 
much of the drudgery, expense and 
dust of the past has contributed 
much toward a more sanitary bak- 
ery and a better loaf of bread. 
HAROLD E. SNYDER, editor, Baking In- 


dustry, Chicago. 


Frozen Foods Big Business . . 
The frozen foods line today encom- 
passes more items than are pre- 
served by any other form of food 
processing. Practically everything 
we eat is or can be frozen. 

Fruits and vegetables, juices, sea- 
foods, meats and poultry, over 200 
specialty and prepared food items 
today comprise the line. 

Production figures, compiled by 
Quick Frozen Foods, show that the 
industry has grown from 300,000,000 
Ibs. in 1939 to an estimated 2,875.- 
000.900 Ibs. in 1953. 

Perishable food year 
amounted to over $20 billion. To- 
day, frozen food volume is about 
$800,000,000 a year and in 10 years 
it may reach over $10 billion yearly. 

The sale of home freezers, which 
has now passed the 5,500,000 mark, 
has also aided the frozen food in- 


sales last 


dustry because these new freezers 


have resulted in increasing zero 


storage space in the home. 





Before he got that BIG order... 
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“SELL the Men who TELL the GIANTS!” | 


schedule 


The only publication reaching exclusively the more than 
7,500 top-ranking professional Consulting Engineers. 
420 Main Street, St. Joseph, Michigan 





IF YOU BUILD OR SELL PRODUCTS LIKE THESE: 


Industrial 
Steas and as isposal 
Power Plants upply en 
Boilers hed Motors. Pueps e 
. @ 


Peedeater Treateent Air Compressors 


Mechanical nsers Diesels; Fuels 


pric ° . ndens: 7 
Power Transeission iping Sys ‘¢ Heat Exchangers tokers and . 
Turbines and ire Protection Heating. Ventilatin in 
. € 4 
Turbine drives Air Cleaning is ensatenencs 
and Conditioning idjin Equipment and Tool 


WE ASKED THEM-- 


Official titles are often misleading. So we 
asked Management in each worth-while firm to 
name the men in their organization who actually 
perform the job functions of Engineered Plant 
services. Response was enthusiastic and co- 
operative 


THEY TOLD US-- 


From every worth-while plar 
titles and addresses of the 
hand-picked men you must sel 


are bought for Engineered Plant 








; 


YOU GET THE BENEFITS-- 


1d 





SCHEDULE 


yp Industry and Power ee: mcm 


Responsible for the Engineered 


420 MAIN STREET: ST. JOSEPH: MICH. Plant Services 
Established 1920 





During the next five years, it is 
estimated that about $2 billion will 
be spent for refrigeration in the 
frozen foods industry. The total 
freezing capacity of present day 
commercial plants is equal to about 
4 billion pounds. This is against a 
demand which already exceeds 2!/2- 
3 billion pounds in the retail pack 
alone. If, as estimated, the annual 
sales volume of frozen foods ap- 
proximates a billion dollars within 
the next five years, the investment 
in refrigeration equipment by new 
processing plants alone may be ex- 
pected to reach $90,000,000. Con- 
servative estimates indicate that 
during the same period, 50,000 to 
75,000 store cabinets and_ institu- 
tional cabinets will be sold in 1953. 
Based on a manufacturer's cost 
price of $500 average, it is probable 
that a minimum of $50,000,000 worth 
of equipment will be used in the 
next five years. 

Over a million home freezers are 
expected to be sold in 1953. On this 
basis, it is estimated that during the 
next five years approximately 10 to 
12,000,000 home freezers and farm 
freezers will be in use, as well as 
domestic refrigerators with zero 
compartments. Taking a manufac- 
turer's average price of $150 per 
unit, this means purchases of in- 
sulation, compressors, freon, etc., for 
these freezers of over $1.5 billion. 

Estimating the purchase of 50,000 
refrigerated delivery trucks of all 
types, 1 to 15 ton during the next 
five years, and further estimating 
$2,000 worth of refrigeration and 
insulation per truck, it is figured 
about $100,000,000 will be spent for 
this field. Estimating a minimum of 
2,000 low temperature cars (rail- 
road), to be built each year during 
the next five years at a cost of about 
$2,000 for refrigeration equipment 
per car, this would add $40,000,000. 
. . E. W. WILLIAMS, publisher, Quick 
Frozen Foods & the Locker Plant, 
New York. 


Candy Industry Revives . . The 


billion dollar candy industry, which 
has been virtually at a standstill in 
poundage and dollar sales since 
1946, is beginning to show new life 
in 1953. The reason for the stand- 
still was a slow but continuous 
postwar washout which continued 
through 1952. It is estimated that 


a 
MERCHANDISE YOUR SPACE ADS 


"Surround your prospect” 
PLUMBING : With PHB’s marketing services for greater 


impact! 


& HEATING 1. A direct mail service, using the only sele 
tive lists in the industry! 

BUSINESS 2. Authentic-inquiry service on new products! 
3. Marketing data, plus research facilities! 
4. NAPC assistance in your sales problems! 
5. Merchandising aids to select trade groups! 
reed IMAGINE .. . All these marketing “extras” plus a 
Marketing Ally monthly circulation of your sales message to 22,210 
Will Help You! top plumbing and heating contractors (most rated 
at $2,000 or more) . . . coupled with top notch 
editorial policy at the lowest cost advertising space 

in the industry! 


ASK FOR FURTHER EVIDENCE OF PHB'S ABILITY TO HELP YOU 





a PLUMBING AND HEATING BUSINESS 


GRAND CENTRAL TERMINAL BUILDING NEW YORK 17,N. Y. 


_— a 
~ TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR | 


‘MARKETING PROBLEMS 
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Look them up in Industrial Marketing's 





200 plants went out of business, 

merged, or liquidated in these years. 

However, the picture is changing 

materially. Already thus far this 

year sales are running 8% to 10% 

higher than during the first half of 

last year. Moreover, candy manu- 

facturers are developing new prod- 

WHEW SALES POTENTIALS! ucts and opening new markets. 

— The candy jobber, accounting for 
50° of total candy distribution, is 


... it’s the nation’s FASTEST GROWING coming out of the doldrums and is 


now making a real push to market 
HOSPITAL MARKET 10c items. The specially developed 
10c bar rack now beginning to be 


used is showing how candy manu- 





Just think of the new sales opportunities aiciiatiliaie. atti ‘Mii iain fue 


FOR SUPPLIES for you in the $250 Million’ Southern sales 61% to 268° 
Southern hospitals spend : : 
more than $250 MILLION 
annually supplies. being revitalized are variety stores, 


hospitals are now spending annually for Other outlets for candy that are 


NEW CONSTRUCTION PLUS the new sales potentials offered by movie theatres and vending ma- 
more than $250 MILLION $250 Million in new hospitals now under chines. With the emphasis shifting 


a> om pee Comey construction or in the blue print stage. from 5c to 10c goods, vendors are 


or planned 
doing much better both sales and 


STILL NEEDED PLI S the neu sales the South will con- "i ‘ 
; ; profit-wise. Movie houses, too, have 

Se ae tinue to offer for a long time to come as 
new hospitals and facilities it builds to catch up with fast-growing 


needs. 


placed greater emphasis on candy 





sales and are using trailers to back 
up this type of business. 


It is interesting to mention that 
FOR 100% COVERAGE while 200 candy manufacturers have 
of this vast, growing, 14-state market... merged, liquidated, or gone out of 


LOOK 70 business in the past few years, 


about 25 others have started in the 


candy field during this time and 
some of these have shown rapid 
growth. These, with practically no 


sige ee 
— . . ° Piva, oe xce ave ade neciz 
the ONLY exclusively Southern journal UU HER \ exception, have made specialty 
As the official publication of the Southern state | lt Lei}, * ) products such as candy canes, candy 
ons and of both the Southeastern and j HUB AVE 
J 


jp | 
. iP) re > . . « _ « ar we , 
Virgt ~albeocse ggg reste tee J TEI: coated chocolate, and hard candy. . 
pitals ; t DON Gussow, publisher and editor, 
and the people who run them, E i pub- : 


lished by Southerners for Southerners, readershis - ( ‘a ndy Indust ry, New York 
comes naturally! : f : : 


CLARK-SMITH PUBLISHING CO. , 

218 W. Morehead St., Charlotte 2, N. C. j Dairy Industry Seeks Contact . . 
; In the fluid milk industry a trend 
the South deserves EXTRA Sales Effort .'. . toward store distribution of milk 
SOUTHERN HOSPITALS provides H a which has been underway for some 
years appears to be continuing, but 
milk dealers interested in avoiding 
: having all of their distribution 
For “eggs” in one oasket are beginning 
‘ ° to do something about retaining di- 

Quthontatwe rect contact with the consumer 
For one thing, there appears to be 


facts orn MA a growing interest among milk deal- 


ers in converting their retail as well 


Wi INDUSTRIAL as wholesale trucks to refrigerated 


units, to make possible offering the 

i) 2 retail customer a colder, better milk. 

AND TRA Methods of refrigerating include 
hold over type plates refrigerated 


MARKETS with ammonia or freon; flake ice 


carried in bunkers built into the 
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truck; dry ice in bunkers equipped 
with a fan for circulating cold air; a 
eutectic powder or liquid in a plas- 
tic bag, frozen at the plant and 
placed over crates of milk contain- 
ers in the truck; or just plain water 
ice dumped over crates of milk con- 
tainers. 

Another trend in the fluid milk 
industry is a growing interest in the 
vending of milk through various 
types of machines. In some cases 
large units, the size of a small shed, 
are set up on vacant lots or along- 
side gasoline stations. In other 
cases, conventional milk vending 
machines are installed in apartment 
buildings, factories and schools. In 
all cases, however, the intent is the 
same . . regain direct contact with 
the consumer rather than sell 
through some other organization 
that controls the distribution, such 
as a super market. 

Another development of the past 
year which continues to grow is the 
production and marketing of a veg- 
table fat frozen dessert. This prod- 
uct, which was first introduced in 
Texas some 10 or 11 years ago, 
spread to Oklahoma, Missouri and 
Illinois last year, and this year be- 
came legal in California, Oregon, 
Arkansas and Montana. The prod- 
uct, made by ice cream manufactur- 
ers, is identical to ice cream except 
that vegetable or animal fat is sub- 
stituted for butterfat and the 
price is also less than ice cream. 

In the field of manufactured milk 
products . . butter, cheese, evapo- 
rated milk, powdered milk . . the 
big news in 1953 has been the 
astounding expansion of non-fat dry 
milk sold in consumer size pack- 
ages, such as the leading brand, 
Starlac. This rapid growth can only 
be interpreted as a recognition, on 
the part of the consumer, of the 
bargain in nutritional value avail- 
able in non-fat dry milk. As a re- 
sult, housewives are buying it and 
using it in tremendously increasing 
quantities. Currently, a great deal 
of experimenting is going on among 
milk products manufacturers in try- 
ing out various types of contain- 
ers. . . EDWARD THOM, editor, Milk 
Dealer, Ice Cream Review, and But- 
ter, Cheese, & Milk Products Jour- 


nal, Milwaukee. 


ELECTRONIC 
MARKETS 


SERVED BY ONE PUBLICATION... 


Flectronic 
Equipment 


INCLUDING INDUSTRIAL ELECTRONIC APPLICATIONS 


WITH A CIRCULATION OVER 


27,000 
1 INDUSTRIAL* 


users of electronic equipment. 


2 MANUFACTURING 


radio, television and other electronic 
equipment. 


3 LABORATORIES 


engineering development, and research. 


4 COMMUNICATIONS 


commercial, government and private 


applications. TOTAL 27,512 


11,245 
9,568 


3,685 
3,014 








OCCUPATIONAL 
FUNCTIONS 
ENGINEERING & TECHNICAL 
PERSONNEL . . . . 90.23% 
MANAGEMENT . . . . 8.58% 
OTHER ies . 119% 


100% VERIFIED 


name circulation addressed to indi- 
viduals by name and title, this circulation 


is the best ever offered to advertisers. 


LIVE SALES LEADS 
ELECTRONIC EQUIPMENT delivered ; : 
over 24,000 active sales leads from ad- EDITORIAL POLICY 
vertising and editorial items in its March 1. PRODUCT INFORMATION 
issue. PROOF of the highest degree of 2. INDUSTRIAL ELECTRONIC 


readership and reader interest. APPLICATIONS 





*A complete survey report on the Industrio!l Market and how it uses and buys electronic products 
is available on request 


ELECTRONIC EQUIPMENT 
Published by 
SUTTON PUBLISHING COMPANY, INC. 


ALSO PUBLISHERS OF 


METAL-WORKING © CONTRACTORS ELECTRICAL EQUIPMENT © ELECTRICAL EQUIPMENT 


172 SOUTH BROADWAY WHITE PLAINS, N. Y. 
WHITE PLAINS 9-8500 
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directory 


Check your prospect list with C&ENews 
complete coverage of the really important 
men in the Chemical and Process Industries— 


Presidents, vice-presidents, general 
managers ... works executives, pro- 
duction managers, chief engineers . . . 
directors of research and development 

.. chemists and chemical engineers 


You'll find that C&ENews reaches 75,000 
of them — more than twice as many as any 
other magazine serving these industries — 
because only in C&ENews can they find 
VICE PRESIDENT complete, up-to-date news coverage of vital 
developments affecting their everyday 

operations . . . only in C&ENews can they 

ENGINEER keep a breast of the “new” and of the “news.” 














To reach these decision-makers of the 
Chemical and Process Industries—the men 
who buy and specif y—tell your story where 
it will be read and acted upon, in 


An AMERICAN CHEMICAL SOCIETY Publication = 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N.Y. 


CHICAGO ¢ CLEVELAND ¢ SAN FRANCISCO ¢ LOSANGELES ¢ SEATTLE ¢ DALLAS e DENVER 
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for business paper publicity 


By Richard A. Wolters Picture Edi 


The pictures illustrating this article were 
among 432 taken for just one news story 
handled by the author. This number is 
average coverage for his publication 
although only a few pictures may be used. 
Herein he tells you the kind of industrial 
publicity photos you must take to get them 
pubiished in this kind of competition. 





® I WAS ASKED by INDUSTRIAL MAR- 
KETING to get together ten outstand- 
ing photographs produced by indus- 
trial press representatives. I see 
hundreds of pictures every week; 
but I could not assemble ten such 
photographs. I am not saying that 
I could not get ten good photos; I 
am saying that I could not get ten 
good photos for use in Business 
Week. 

The moral is this: industrial press 
people are years behind the changes 
in photo-journalism techniques 
which magazines have been con- 
stantly introducing. 

Then, I was asked, “So you can't 
find ten outstanding photographs 
from industrial press 
tives? O.K. How can these people 
gather photographic material that 
will appeal to the editors of busi- 


representa- 


ness publications?” 

This is where we begin. 

You have to deal with two differ- 
First, the camera tech- 
nique to use. Second, the journal- 
istic content of the pictures. At our 
publication, we have our own staff 
men and also use free-lance pho- 
tographers all over the world; we 
pick people who have their camera 
technique completely at their com- 
mand. These people no longer have 


ent points. 


to think about these technical prob- 
lems in the over-all. 

I can compare it to a person driv- 
ing an automobile. When a good 
driver is on the road, he does not 
have to think about how to shift the 
gears, when to release the clutch, or 
how much gas he has to apply; ali 
his attention can be given to the 
road. It’s the same way with a pho- 
tographer on an assignment. He 
does not have to stop and figure out 
how to use his equipment; he uses 
techniques that leave him free to 
drive down the road . . to devote his 
attention to the story. 

Mostly that 


millimeter 


means shooting 35 


equipment and_ using 
natural light. This leaves him free 
to be a journalist. He can record 
the emotion, the activity, the hap- 
penings of any event because he is 
trained to work quietly and un- 


ohstrusively. 


Gadgets Hinder . . Compare this 
type of photographer . . the type 
the magazines themselves hire 

with the photographer who usually 
works with an industrial press rep- 
resentative. He comes onto the 
scene with 100 pounds of photo- 
graphic material, including all sorts 
of lights, extensions, tripods, cases, 
As he gets ready to 
take his few pictures of the event, 
his presence, with all these gadgets, 
eliminates the spontaneity of the 
event. He interrupts whatever ac- 
tivity is going on. His subjects 
freeze up and appear self-conscious. 
He takes three pictures while the 


stands, etc. 


candid photographer with 35 milli- 


meter equipment is taking 30 and, 


I 


A Picture Editor 


1y 
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At Ease (Not ‘See the Birdie!’) . . | 


Shoot unobstrusively. Emotions, activity m 


Don't let it look like a slick ad... to make 


a good news picture, strive for ease and reality 


while doing it, less obtrusively. after a few shots he can get back 

With 
though the subject knows that the 
taking 


candid even into normal activity But when a 


flash bulb keeps going off, all the 


equipment, 


photographer — is pictures, subject can think about is that he 


How to Do It? .. Us 


should look good so he can get a 
print for his family 

Here’s an example: This week, 
two ccmpanies came out with new 


hh ae 








Reality .. | 


products. They were both sensa- 
tional in their respective fields. 
One product was photographed by 
what we might call the typical com- 
mercial photographer. This new 
stove was quite revolutionary, was 
being demonstrated for the first 
time. We wanted to show this new 
product to our readers. But we 
found we could not use the photo- 
graph supplied by the press repre- 


sentative; it was too slick; it looked 


Stretch .. P. 


1dK in 


Don't 


like an ad. The stove was being 
used by a housewife who looked 
like a Fifth Avenue model 

If this woman had been a more 
normal-looking housewife doing 
some real cooking on this new stove, 
the picture would have run. As it 
Was .. no picture 

The other set of pictures which 
came in this week also were of a 
new product: a tire, which is being 
demonstrated throughout the coun- 


Keep Shooting 


¢ 


the 











Simple .. 


1cr 


try. The photographer, using the 
35 millimeter camera, documented 
the complete activity of how this 
tire was tested. He showed the ac- 
tual testing; he showed the officials 
of the testing and all their activities; 
he showed the crowds of people; he 
showed just by the emotienal con- 
tent of the pictures that this new 
tire was sensational 

This new product will appear in 


the magazine, not as one picture 





Lee 


CEEEEETEES 


iid ti So ee 
% 


Minin ty 


Try Verticals . . 


t 1 sh by 


showing the product, but as a sim- 


ple picture story 


It Takes More Than Girls . . 
I hope that we have made it clear 
by this time that the pretty girl is of 
no value to a business news maga- 
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A Pose. . Subjects can 


zine. The industrial press repre- 
sentative’s aim should be the pic- 
ture story. This gives the editor of 
the magazine the editorial chance to 
use one picture or a number of pic- 
Sometimes the press repre- 


sentative sends in a half dozen to a 


tures 


dozen 8x10” pictures which he has 
selected as his version of a picture 
He has already done the edit- 
The only trouble 
isn’t the story the 
editor wants. What he should do is 
send in contact prints of all the neg- 
on a well- 
covered Week, 


this will go into the hundreds, may- 


story 
ing for the editor. 


is it probably 


atives shot on a story 
story at Business 
be even thousands, of pictures 
and let the editors do the editing 
to fit the specific editorial needs of 
their magazine. 

Why has the 35 millimeter camera 
been discussed so much? Simply 
because the 35 millimeter is the 
only camera that frees the photog- 
rapher from his equipment and the 
subjects from the photographer. A 
business publication has to get its 
The fastest way 


possible is by having the subject 


point across fast. 


material look as natural and as real 
as possible. Not only do we want to 
see what the people look like, what 
they are doing, but we want to see 
look like, 


what the surroundings 


what the situation is. 

The idea of freeing the photog- 
rapher so that he could be a jour- 
nalist as well as a photographer is 


s man w 


in complete contrast with the news 
photograph approach where every- 
body is posed holding a piece of pa- 
per, or, say, shaking hands. The 
photographer-journalist has to do 
with his camera what a journalist 
has to do with his memo pad and 
typewriter. He has to determine 
the pitch of the story, the angles to 
be covered; he has to get his head- 
line picture, he has to get the sub- 
stance of the story in a series of 
pictures, and he has to draw a con- 
clusion in his concluding picture 
The photographer-journalist is at a 
disadvantage in this respect because 
his finished copy is made when he 
clicks his shutter, whereas the jour- 
nalist can rearrange, mull over, and 
rework his notes before he hits his 
typewriter. 

The type of photography we have 
been talking about 
comparatively few photographers in 
You see their work 


is done by a 


this country. 
appearing in most of the national 
general magazines. The only time a 
non-photo-journalist gets into a big 
magazine is when he has just hap- 
pened on a sensational event. 

The press representative may feel 
that the material which he is cov- 
ering is sensational; in most cases, 
if he looks at it objectively, he will 
see that it is nothing really new that 
he is doing. Therefore, it seems 
quite evident to those on business 
news magazines that the press rep- 
resentative should use the photo- 
journalist to take his pictures 





How to specialize your selling 
in the railway market 


Reach executives 
—operating, managerial 
and purchasing 

officers through 


Railway Age 


Reach mechanical 
and electrical officers 
through 


Railway Locomotives & Cars 


Reach engineering 
and maintenance 
officers through 


Railway Track & Structures 


Reach signaling 
and communications 
officers through 


Railway Signaling & 
Communications 


- a 
fai Ww ( li rit: | nat 
gna 1 

BC ubericon 


These groups include the men who 
authorize and appropriate, the men 
responsible for operations, the men 
who place the orders. RAILWAY AGE 
meets their needs for news—for 
coverage of developments from the 
business and management viewpoint. 
Net paid railway circulation 10,543. 
Total net paid 14,501. RatLway AGeE’s 
paid railway circulation up 96% in 24% 
years. Subscription renewals 81% 


These are the men who are responsible 
for locomotives, freight and passenger 
cars, and shops. RAILWAY LOCOMOTIVES 
& Cars is their specialized magazine. 
Net paid railway circulation 7,014. 
Total net paid 8,151. Paid railway 
circulation up 67%. Subscription 
renewals 67%. 


These are the men who are responsible 
for tracks, bridges, buildings, and 
other fixed properties. Their specialized 
magazine—RAILWAY TRACK & 
STRUCTURES. Net paid railway 
circulation 6,767. Total net paid 
7,642. RAILWAY TRACK & STRUCTURES’ 
paid railway circulation up 26%. 
Subscription renewals 89%. 


These are the men who select, specify, 
install and maintain railway signaling 
and communications equipment. This 
is the one specialized magazine which 
serves their interests. Net paid railway 
circulation 4,122. Total net paid 
4,870. RAILWAY SIGNALING & 
COMMUNICATIONS’ paid railway 
circulation up 40%. Subscription 
renewals 83%. 


headquarters for Railway Marketing information 


SIMMONS-BOARDMAN PUBLICATIONS @: @ 


New York 7, 30 Church Street * Chicago 3, 79 West Monroe Street * Cleveland 13, Terminal Tower 


RAILWAY AGE + RAILWAY LOCOMOTIVES & CARS + RAILWAY TRACK & STRUCTURES + RAILWAY SIGNALING & COMMUNICATIONS 
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PLANT ENGINEER 





MAINTENANCE 
SUPERINTENDENT 


The Plant Operating Group 


CHIEF ENGINEER 


¢ 


One group — The Plant Operating Group — 


is rated “most important in buying” in sur- 





vey after survey of buying influence. 


And one magazine — FACTORY — consist- 
ently rates first in readership in survey after 


survey of Plant Operating readership. 


It’s natural. FACTORY, alone, concentrates 
all its efforts on this one job of serving the 
Plant Operating Group. And more Plant 
Operating Men pay to read FACTORY than 


any other industrial magazine. 


That’s why industrial advertisers invest more 
of their dollars in FACTORY than any other 


monthly business publication. 


Are you counting on FACTORY for the job 
of making contact with the Plant Operating 


Group? 


| FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd ST., NEW YORK 36, NEW YORK 
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60 years of industrial ads 
show advances in techniques 


From tin trumpets to case histories 


® THE GREAT STRIDES of industrial 
advertising techniques . . in sales 
arguments and in art, layout and 
printing show up in a glance at 
the ads, past and present, of a pio- 
neer advertiser that has used busi- 
ness publications consistently and 
aggressively for 60 years. 

The advertiser is Frederic B 
Stevens, Inc., Detroit manufacturer 
of foundry supplies, which was ad- 


60 /'n ustrial Marketing 


Foundry in 1892. Ste- 
vens’ advertising history came under 


vertising In 


the spotlight when Foundry, a Pen- 
ton publication celebrating its 60th 


anniversary, reproduced its original 


32-page issue, dated Sept. 1, 1892, 


and sent it as a gift to friends and 
advertisers. A full-page Stevens ad 
graced the back cover, written by 


Mr. Stevens himself, whose copy 


throws a dig at boastful advertisers, 


forthrightly asks for an order and 
lists his products. Under title-head- 
ing, “Tin Trumpets,” copy began: 

“There is more life in a tin trum- 
pet than there is in a grave yard, 
but it is the wrong kind of life 
nobody likes it. It is too self-as- 
serting therefore we want to 
avoid tin trumpet advertising. 

“If you are building, starting, 
owning, renting, operating, running 
or trying to run a foundry, we want 
you to know that we sell Foundry 
Supplies.” 

It was to be some ten years later 
before copywriter John E. Kennedy 
began defining advertising as “‘sales- 
manship in print” and began writing 
ads that accented positive, newsy, 
customer benefits. Ads dug from 
the company’s files show that at 
about this time . . 1902 Stevens 
was running simple poster-type ads 
with an illustration and nothing 
more than the company name, ad- 
dress and product class. 

But the ads ran consistently, re- 
taining their poster flavor; they 
have continued to appear, except for 
a brief period, ever since the first 
issue. 

An editorial in Foundry’s 60th 
anniversary issue honored Stevens 
for its consistent advertising. 

The editorial comment was a neat 
way of repaying a compliment. For 
back in 1916, Mr. Stevens had writ- 
ten: “My recent page advertisement 
in The Foundry, showing foundry 
ladles with a new idea in shank 
construction, caused such a daily 
increase in inquiries and orders that 
it was obvious the agreeable change 
was caused by the publicity.” 

Today the company and its agen- 
cy, Grant Advertising, Detroit 
(which took the account in 1950) 
is pushing a new advertising pro- 
gram that reflects the changes in 
industrial advertising since 1892. 
Advertising Manager Carl B. An- 
derson says the program is based on 
three hard facts skyrocketing 
production costs, increased competi- 
tion for attention with other indus- 
trial advertisers, and a desire for 
a distinctive, modern layout. Re- 
sults? Production costs, says Ste- 
vens, have been cut 18% by a new 
program of smartly designed ads 
that accent testimonials, case his- 


tories. 








No door is closed to 
Trade Mark Service 
in the ‘yellow pages’ 


The Purchasing Agent uses the ‘yellow pages’ 
of the telephone directory as a day-to-day 
buying tool. But the busier he is — and the 
harder it is for your salesman to reach 

him — the more likely he is to turn to the 
‘yellow pages’ to find suppliers. 


You will find a copy of the ‘yellow pages’ 
the home of Trade Mark Service — in every 
purchasing office. That’s why Trade Mark 
Service can put you “Johnny-on-the-spot,” 
no matter how busy the P.A. is. 


Use Trade Mark Service under the classified 
headings for every product you sell. It’s the 
really efficient way to give prospects the 
names, addresses and telephone numbers 

of your local distributors or outlets! 

The Trade Mark Service representative will 
he glad to help you put this sales tool to work 
in selected local markets... or in 40 million 


directories across the nation. 


Want additional information? 





EW INTERNATIONAL TRUCKS 


BUILT os only VA con build them 


The 168 basic New International models embody 
the engineering principles, used in International's 
continuing program of truck research and develop 
ment, that have resulted in hundreds of exchasive 
International features that have meant greater 


profits for truck buyers 


PROVED os only WA con prove them 


The 307 features in the New International Truck 
line have been proved in the world's most advanced 
Truck Engineering Laboratory: proved again at In 
ternational Harvesters 4000-acre desert Proving 


jround at Phoenix, Arizona 


LUE only WA con give you 
The Ne 
combination of values~the right truck for the job 


2 International Trucks offer an unmatehed 


unequalled perforr ntenance and 


operating costs, maximum driver comfort 


Now —the features you want 


in America’s most complete truck line 


New international styling identified by u i emblera 
Exactly the right power for every ix 


builder to offer choice of gasoline or LP gy 


ret truck 
th Under 
writers Laboratories | u and other 
mode!s Designed by drivers for drivers. Cuinfo- Vision 
Sweepsight windshield. New com 
Steel-flex frames proved best 


cab with ne-piece 
fort and interior styling 
Transmissions to meet any operating re 
296 Wheelboses ranging from 102 inches 
i Easy starting and greater fuel economy Wide 
range of axie ratios for al) mode Real steering com- 
fort and contro! Sizes from ‘y:ton to 90,000 Ibs. GVW 
see The New IH-Built, 1H-Proved Interna 


Dealer o7 


in the field 


quirement 


rating. Now 
tional Trucks at your nearest Internationa 
Branch 


INTERNATIONAL HARVESTER COMPANY + CHICAGO 


ternational Harvester Bulias McCormick Farm Equioment and Farmall Tract otor Trucks Adustrial Power —- Refrigerators and Freezers 


Specialized Photo, 


in 


Copy .. Her 


F i F 


Better roads meon a better America 


TRUCKS 


Standard of the Highwoy 


Photographic realism plays 


Interna- 


When 
Harvester launched its pro- 


late in January 
tional 
motion and publicity program to in- 
troduce its new International R-line 
motor trucks, the company decided 
not to overlook a single prospect 
The problem faced by the com- 
pany agency, Young & 
Rubicam, Chicago, was a complex 


and its 


one 
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The International R-line has 168 
truck 
wheelbases with thousands of spe- 


basic chassis models in 296 


cialized variations. It is character- 
ized by IH as “the most complete 
line of trucks in the world .. a 
truck for every conceivable hauling 
job.” 

The problem? In the company’s 


words “we've got to see that each 


hauler knows we have the truck 
for him.” 

To reach such a highly diversified 
market, IH is using national farm 
weeklies, farm, vocation and trade 
magazines, newspapers, 24-sheet 
posters, motion picture playlets, ra- 
dic, slide film, motion pictures, 
streamers, banners, window posters, 
jumbo post cards, full color cata- 
logs, window paint designs, and di- 
rect mail literature. 

More than 5,000 International 
truck dealers are participating in 
the huge campaign. 

Photographic realism in advertis- 
ing has been a strong and unique 
feature in the program. 

Believing that photographs in 
motor truck advertising should por- 
tray the product in its true appli- 
cation, IH studied the markets its 
advertising reaches, used the study 
in planning a special photographic 
shooting 

photo- 


project, and executed a 
program that resulted in 
graphs used in 28 different cam- 
than 100 general, 
vocational maga- 


paigns in more 
trade and 


‘atalogs, direct mail 


farm, 
zines and in 
and other promotional material. 
Making a survey, 
the consumer relations department 
studied trucks, the different models 
and their uses, the fields to which 
IH advertising is directed, types of 
operation, appropriate truck models 
road and 


photographic 


for specific operations, 
general terrain features, operational 
conditions, backgrounds and other 
‘at work” phases. 

Considered were trucks in use by 
such diversified operators as fleet 
bottlers, 
road 


owners, bakers, brewers, 


chain stores, coal dealers, 


building and _ construction com- 
panies, farmers, mining and stone 
products companies, public utilities, 
the petroleum industry, retail de- 
livery companies, dairies, and many 
others. 

The photographic 
became one of simulating conditions 
type of situation 


problem now 
in almost every 
where trucks are used in the United 
States. Personalities native to the 
area had to be found as models. 
And . . here’s the tough part of the 
problem expediency demanded 
these two problems be met within 
a 30-mile radius of International’s 
Hinsdale, IIl., photographic labora- 
tories, project headquarters 








Models for Artists . . JH photographic team 


like this (above) 


tractive border in color for spread (at right) 


troduce new International R-line 
pictures of trucks in true 


from IH’s Hins« 


Four camera crews were assigned 
to the program. They scoured the 
territory to be covered, making per- 
sonal contacts to obtain advance 
permission to make 
Local personalities were asked io 
participate and assured IH would 
provide them with prints of photo- 


photographs. 


graphs in which they appeared in 
return for photo releases. 

Another big 
matter of props. 


problem was the 
Needed were such 
items as complete wardrobes with 
clothes for ranch, farm and city; 
duck tools of all kinds; 
pheasants that were kept frozen be- 


blinds; 


tween shooting of hunting scenes; 
riding 
outfits, 


crates for loading settings; 


horses, complete cowboy 


boats to name but a few. 

When the 
completed, the company had ap- 
proximately 1,000 color photographs 
and 1,000 Ap- 
proximately £00 settings were used 
1,000 action situa- 


actual shooting was 


black and whites. 


and more than 
tions were pictured. 

A selection of the photographs 
then was integrated into the entire 
advertising program 

“Our aim was to show, in place 
of the usual truck model pictures, 


dq 
ale 


Picture then was used by artists in making at 


IH campaign 


motor trucks was highly 


applications. | 


R-line trucks in natural settings 
with realistic action taking place in 
each setting,’ said M. F. Peckels. 
IH’s relations 


“We covered commer- 


manager, consumer 
department. 
cial, industrial, agricultural, high- 
way and individual users’ activities. 
We believe the dramatic content of 
each photograph will materially 
enhance the readership factor.” 
Copy in IH’s ads was tailored to 
the 28 fields addressed . 


the story of 29 all-truck engines 


and told 


ten gasoline, ten diesel and nine 


with LPG fuel systems . . now avail- 
able in IH’s new line 

With this specialization of copy 
and realistic on-the-scene photo- 
graphs, IH ads stress the high de- 
gree of specialization of the motor 
truck 
particular field 


models built for use in the 


Backbone of the general 
zine schedule are Saturday Evening 
Post and Business Week. The farm 


covered through 


maga- 


market is being 
Capper’s Farmer, Country Gentle- 
Farm 


Ranch, Farmer-Stockman, Progres- 


man, Journal, Farm and 


sive Farmer. Successful Farmiu qg 
field is 


primarily through Automotive News 


The automotive reached 


Best in 45 years... 
NEW INTERNATI 


The Most Complete line of Trucks In America 


he Now tate 


Now — Have The Features You 


~ 


See the New Inter nationol of vowi 





and NADA magazine. The sched- 


ule also includes: 


Automotive (reaching fleet owners) 


Automotive (state trucking association 


papers) . . Alabama 


Publications in the other 26 


fields 
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“...reinforced concrete was selected 
on the basis of economy” 


Which ad 


attracted 


more readers? CUT YOUR STRUCTURAL COSTS 
with REINFORCED CONCRETE 


1 


1s was given carciul stady. As a resalt—ia wos 


found that reinforved concrete 
furable, mBerently 
uM 
© adve 


rai 


CONCRETE REINFORCING fH) is s) 
STEEL INSTITUTE ”, 


90 Seun Dearborn Sirest, Chicege 3, Minot 





Handbock vs. Product 


CRs; 
ON MAND 


® OF THESE TWO ads by the Con- ELIMINATES LABORIOUS CALCULATIONS Ai 


a 

io 
crete Reinforcing Steel Institute, 5 Tausanes OF 
one pushed the industry product > REIMFORCED CONCRETE DESIGNS 


for its economy, the other offered fy All WORKED OUT! ie 


a handbook of product information 5500 
The ads, a half page and _ full 





SEND FOR YOUR COPY TODAY! 
page in black and white, appeared = 


in different issues of Engineering 
News-Record. Which ad attracted 
more readers? See page 144 


Ponpared uniter the dirmtiee of the Comastior om Egham 


ss an 
CONCRETE REINFORCING STEEL IsSTITUTE - 





in 1929, World 
Oil’s publisher 

compiled the first Composite Cata- 
log of Oil Field and Pipe Line Equip- 
ment. Now internationally known, 
the current edition has 5,300 pages 
with catalog data on 519 companies. 

More than 11,500 copies of Com- 
posite Catalog are distributed—to 
men who control 98%¢ of the indus- 
try’s buying power. The catalog can 
be obtained only upon specific re- 
quest by oil companies themselves, 
for their buying personnel 

Following each edition of Com- 
posite Catalog, a master ‘Identifi- 
cation of Buying Power’ list is 
compiled. This bound volume shows 
names and titles of buying power 
personnel among more than 2,000 
oil companies, independent opera- 
tors and drilling contractors. This 
list is not for sale or public distribu- 
tion. It is not available through any 
other oil publication. But to check 
these 11,500 names against buyers 
you know, ask a World Oil repre- 
sentative to show them to you 

You can reach these known buyers 
first through monthly World Oil 
Yes, 93°07 of these men with 98% 
of the industry’s buying power are 
World Oil readers! And 7,500 read 
no other oil paper 

Specialized World Oil is first in 
buying power coverage, first in oil 
producing circulation. Make it your 
first choice in advertising to this bil- 
lion dollar a year industry 


aL AYE 
in oll 


+ producing 
circulation editorial 
quaitty 


Write for current Market Data Book on selling this gigantic Oil 
Producing-Pipe Line Market. Address Sales Promotion Dept., P. O. Box 
2608, Houston 1, Tex. 


She Hodi Largest MANUS Seblishers 


OFFICES 
Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2440 
Tulsa (3), Hunt Building, 35-1844 
Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 

























































































Chart A .. Trend of business publication advertising 


Forecast 6.9% gain in 1953 


for business paper ad volume 


By Angelo Venezian, Assistant Dir 


Dollar volume of business pub- 
lications in 1953 is expected to 
hit $350,000,000 for the fourth 
consecutive annual record. How 
and why is analyzed thoroughly 
here by Angelo Venezian in his 
annual review in IM. 


® ALL OF Us are familiar with the 
uncertainties of business conditions 
in some quarters. The use of busi- 
ness paper advertising in these con- 
ditions will be dependent on how 
well and how thoroughly business 
men really understand and accept 
the efficient sales-creating abilities 
of business paper advertising. Busi- 
ness men need to be further en- 
lightened and encouraged on the 
importance of contra-cyclical ad- 
vertising to help maintain a healthy 
business and a healthy economy. 
Any forecasts on the future of 
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business paper advertising are de- 
pendent on the general level of 
business plus the degree of accept- 
ance shown by business men in 
their use of business paper adver- 
tising for the sales job that needs to 
be done. Contra-cyclical advertis- 
ing can be a weapon against the 
chain reaction resulting from a 
downward spiral generally fired by 
propaganda as well as loss of faith 
in the modern tools of selling. Not- 
withstanding these uncertainties we 
are estimating that the advertising 
volume in business publications will 
continue its upward trend during 
1954 for a grand total of some $385,- 


000,000, a gain of 10% over 1953. 


Four Rosy Years .. Advertising 
volume in business publications for 
1953 has been estimated at $350,- 


000,000, a gain of 6.9% over the 
$327,460,000 invested in 1952. The 
1953 advance estimate is based on 
a study of current monthly totals 
and business trends. The final fig- 
ure of $327,460,000 for 1952 repre- 
sents a 25% gain over the $262,000,- 
000 peak for 1950. If the 1953 esti- 
mate is attained it will provide an 
unbroken record of increases over 
the past four years. Page volume 
in 1953 should reach a total of some 
1,067,000 pages of advertising, a gain 
of 5% over the 1,016,000 for 1952. 
This will represent a gain of 20.4% 
above the 1951 volume. 

Last year for the first time ad- 
vertising page volume topped the 
1945 peak total of 968,000 pages. 
However, it looks like both 1952 and 
1953 will set new records in pages 
of advertising volume. Further, if 
the forecast holds up this will be the 
third consecutive year both pages 
and dollar volume show a simul- 


taneous increase. 


$3.3 Billion Investment . . The 
left hand side of Chart A provides 
a picture of advertising investments 
in business publications over a 21- 
year period. It is important to note 
that the expenditures reported cov- 
er space costs only; they do not in- 





on Better Selling, Training, Demonstration 
through photography 


Audio-Visual methods pay off in many ways...a few 
examples from the files of Kodak Audio-Visual Dealers 


Machine company shoots own selling movies 


“Two and a half years ago we purchased a Cine-Kodak Special II Camera. 
Believe me when I say it has certainly paid off. We do all our field work with 
it—taking movies of our farm equipment in use. We produced two feature- 
length company films and many product shorts for our sales organiza- 
tions. Being a professional piece of equipment and yet portable makes 
the Special II outstanding.”—From a prominent manufacturer of farm 
machinery. * 





Movies important in gas-station dealer training 


In its dealer training, this large oil-and-gasoline refiner relies heavily 
upon sound movies to explain company policies as well as the merchan- 
dising of its products and services. Tenr- to fifteen-minute films carry mes- 
sages from top executives. “Sound films in color give our dealers help on 
selling. In the Rochester District, we project with Kodascope Pageant 
Sound Projectors—quiet in operation and the finest we have ever used’’— 
says the District Manager of a large refiner.* 





Slide projectors save thousands of promotion dollars 


Recently 17 Kodaslide Master Model Projectors were purchased by one 
of the world’s leading soap manufacturers for previewing new promo- 
tional pieces. Previously, branch managers were called to the home office 
and shown actual pieces which were afterwards made up in quantity. 
Then they were shipped out for branch managers to use in their terri- 
tories. Material soon became “dog-eared.” Now colored photos of each 
piece are made into slides, sent out in sets for branch managers to project 
on Kodaslide Projectors. Thousands of dollars are saved in travel, print- 
ing, and shipping expenses—reports this manufacturer.* 





Sales versatility achieved with table viewers 


“Our use of your Kodaslide Table Viewers has been rather broad... in 
direct customer presentation, small-group sales meetings, local- and na- 
tional-convention exhibits, and also in editing color-slide presentations 
for large audiences. It’s surprising that so much interest can be developed 
with this simple piece of equipment. The durability of the slides and the 
equipment has been well demonstrated. In fact, at one busy engineering 
convention a group of 26 slides was put through the machine about 250 
times.” —From a southern metal products company.* 

*Name on request 


These are but a few examples of the ways in which Kodak Audio-Visual 
materials are helping business and industry to make and sell better prod- 
ucts. For the name of your nearest Kodak Audio-Visual Dealer—one of a 
coast-to-coast chain of sales-service representatives—use the coupon below. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send me name of nearest Kodak Audio-Visual Dealer; also complete information on the 
products checked: 

CJ 16mm. motion-picture cameras; [] 16mm. sound projectors; () miniature still cameras; 
DC) color slide projectors and table viewers. 


BUSINESS FILMS 
.-. demonstrate, train, 
dramatize, sell 


NAME POSITION 
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Mill&Factory serves the men your 


THIS SALESMAN —LIKE YOUR SALESMAN — 
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salesmen must see to sell! 


KNOWS WHERE HE IS GOING 





He knows, through repeated personal calls, what the buying 
pattern is in this plant —and in all other plants in his territory. 

He knows too that titles and buying power too often do not go 
together and that only through repeated sales contacts can he 
identify what combination of industrial executives really make 
the buying decision. 


MILL & FACTORY APPLIES THIS BASIC SALES-CONTACT 
PRINCIPLE TO CIRCULATION 


A nationwide staff of 1,645 industrial sales engineers hand- 
picks every MILL & FACTORY reader. Only after repeated sales 
calls have proved that a man exerts strong buying influence is he 
added to the MILL & FACTORY circulation list. And a day to day 
check keeps this buying combination up-to-date. 

That’s why MILL & FACTORY makes sure that your advertising 
message goes directly to the right combination of industrial 
executives regardless of title. 


DIRECT SUPPORT FOR YOUR SALES STAFF 


Independent surveys by industrial marketers based on their 
salesmen’s call lists have proved that MILL & FACTORY reaches 
the same men their salesmen must see to sell. They show too that a 
high proportion of MILL & FACTORY readers with proved buying 
power are not reached by any other one industrial publication. 

Call your MILL & FACTORY representative. He will be glad to 
give you all the facts. 





Mills Factory! 


205 EAST 42nd STREET * NEW YORK 17, N.Y. 
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9,004,869 
(32.0%) 
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2,752,309 
(9.8%) 


Chart B . . Business publications by type of circulation 


clude mechanical production costs 
The chart illustrates the continued 
growth of business paper publica- 
tions and their acceptance by ad- 
vertisers and agencies 

Over the past two decades busi- 
ness publication advertising dollars 
have increased about 11 times. A 
total of $3.3 billion dollars has been 
invested in business publications in 
More than half had 
been made in the past six years. 

The right hand side of Chart A 
provides a 14-year picture of the 


that period 


advertising pages carried by pub- 
lications from 1940 through 1953. 
As can be seen, there was con- 
siderable growth from 1940 through 
1945 when the peak of 968,000 pages 
Then 
a decline set in, reaching bottom in 
1950 for a total of 753,000 pages 
Since that time there has been a 


of advertising was achieved. 


steady increase through 1951-52 and 
an increase is predicted for 1953 
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These estimates, probably more 
accurate than estimates of adver- 
tising volume in any other medium, 
are based in part on samples of 
more than 1,425 business publica- 
tions, representing 80% of the 1,799 
business publications covered. Out 
study also made use of McGraw- 
Hill’s continuing space check of the 
advertising volume on 950 product 
classifications in some 200 heavy- 
volume publications, the annual 
volume figures published in rnpus- 
TRIAL MARKETING and the page vol- 
ume and gross billings reported to 
us by hundreds of publications 

The study did not include general 
business news 


news magazines, 


publications, catalogs and_ direc- 


tories. It did include 1,799 profes- 
sional, technical, trade and indus- 


trial publications 


Paid Circulation Up 10% .. 


These publications reported an an- 


nual distribution of 28,000,000 copies 
per issue. Paid circulation publica- 
tions totaled 1,047 (67% of all pub- 
lications covered) having more than 
18,750,000 subscribers. The 561 free 
circulation publications accounted 
for 9,400,000 distribution or 33° of 
the total. About 11%, or 191 pub- 
lications, failed to disclose data on 
distribution or circulation. 

Chart B shows the number and 
distribution for each type of pub- 
lication. A check against last year 
indicates that paid circulation pub- 
lications had a 10% increase in cir- 
culation volume. Free distribution 
publications, on the other hand, had 
a 49% increase from 1952 to 1953 

Paid type publications accounted 
for 65.80 of the advertising pages 
placed in all business publications 
and 69.3% of all the advertising dol- 
lars invested in business publica- 
tions. Free type publications carried 
29.8% of the advertising pages and 
accounted for 28.2% of the advertis- 
ing dollars. Magazines not issuing 
circulation statements carried 4.4% 
of the advertising pages and 2.5% of 
the advertising dollars. 

Some idea of the business pub- 
lication volume can be obtained 
from the study of the report that 
appears annually in the January is- 
sue of INDUSTRIAL MARKETING. The 
latest report shows the 1952 volume 
on 262 publications totaling 412,549 
pages. This amounts to 41% of the 
entire page volume in all business 
publications. It indicates that the 
leading publications in advertising 
volume report regularly to IM. 

The figures also demonstrate that, 
as in many other industries, the 
larger organizations generally ac- 
count for the major share of the 
industry's activity. Business pub- 
lications are no exception to the 
rule. Some 15% of the publications 
account for 41% of the advertising 
volume 

Still further evidence of the con- 
centration of business publication 
advertising can be gained from a 
study of the advertising 
placed by advertising agencies. IN- 
DUSTRIAL MARKETING’S exclusive tab- 
April, 1953, 


showed that during 1952 some 479 


space 


ulation in the issue 
agencies placed 470,000 pages or al- 
most 50° of all business publication 
Stating this another way, 
of the advertising 


space 
less than 18% 





agencies account for almost half of 
the volume. Still further concen- 
tration can be noted when the pub- 
lications are classified and grouped 
by fields as they are in Chart C. 
The five groups that fall in the 
broad industrial classifications are 
responsible for 65% of the total ad- 
vertising dollars in business pub- 
lications. 


46% for Publications .. All of 
the industrial advertising dollar is 
not invested in business publica- 
The National Industrial Ad- 
vertisers Association’s study for 
1952 showed that 46% of the adver- 
tising dollar goes to business pub- 
lications; the other 54% is spent on 
other types of advertising such as 
direct mail, catalogs and exhibits. 
By applying this 46% ratio against 
our estimate of advertising volume 
for business papers, it is possible to 
project these figures and come up 
with the total investment in indus- 
trial advertising. Chart D shows 
the NIAA budget study percentages 
and the resulting approximated dol- 
lar figures for the major items cov- 
ered in the study. On the basis of 
these figures the industrial adver- 
tising total for 1952 is estimated at 
$707,000,000 and $756,000,000 for 
1953. 

Next to business publications, ex- 

product literature 
exhibits and shows 
were fourth, etc. The actual figures 
and rank for each item can be de- 
termined from the chart. 

The NIAA study includes budget 
percentages on media 
such as magazines, radio and tele- 
vision. These expenditures do not 
necessarily represent the advertis- 
ing of industrial products. Quite a 
number of the respondents to the 
budget study market consumer as 
well as industrial products. Never- 
theless, they are predominately in- 


tions. 


penditures for 


were second, 


consumer 


dustrial advertisers. 


Ad Ratios Go Up, Too. . In the 
past nine years business paper pub- 
lications received an increased share 
of the national income. The ratio 
of business paper advertising to na- 
tional income has been consistently 
high since 1945 and indicates grow- 
ing acceptance of business publica- 
tions on the part of advertisers. 
The $350,000,000 volume estimated 


for 1953 is based on the assumption 
that the ratio to national income 
will remain high. Our 1953 esti- 
mate is calculated on the basis of 
the current five-year ratio of busi- 
ness paper advertising to national 
income (1948-1952). Advance esti- 
mates made during the last three 
years in the manner have 
come quite close to actual. 

Chart E shows the relationship of 
income to business pub- 
lications. During the period under 
study (1933-53), the 
varied from a 1942 low of 6l¢ for 
each $1,000 of national income to a 
high of $1.13 for the 1952 ratio. 
There is every indication that the 
1953 ratio will approach $1.15 for 
each $1,000 of national income. 

The ratio of business publication 


same 


national 


ratio has 


advertising to plant and equipment 
expenditures shows a similar pat- 
tern. Since 1947 the ratio has varied 
little, ranging from $11.26 to $12.96 
per $1,000 of plant and equipment 
expenditures. 

Chart F shows that the ratio has 
gone from a low of $8.81 for each 
$1,000 of plant and equipment ex- 
1937 to a high of 

These high ratios 


penditures in 
$28.65 in 1944. 
appeared during the war 
when 
with a favorable market condition, 


period 


industrial advertisers, faced 
increased their publication adver- 
tising at a time when plant and 
expenditures averaged 
$5 billion 


equipment 


only around annually 


Publications Grouped by Field 





Manufacturing 

Construction & Architecture 
Mining, Petroleum & Lumbering 
Power & Public Utilities 

All Other Industrials 


Sub Total — Industrial Publications 


Retail Outlets 
Personal Services 
Hotels, Clubs, Restaurants, Etc. 


Medical, Dental & Similar Professions 
Transportation & Transportation Services 


Finance, Banking & Insurance 
Government & Education 
Export & Import 
Miscellaneous Trades 


Grand Total — All Business Publications 


Source: McGraw-Hill Study. 


Following the war period there was 
a tremendous increase of plant and 
equipment expenditures that con- 
tinued right through 1952, and as a 
matter of fact, 1953 expenditures are 
expected to approach $27 billion 
This is more than double the 1946 
figure of $12.9 billion dollars. 


Reflects Plant Spending . . Al- 
though the ratios established during 
the wartime period have not been 
maintained, there is still strong evi- 
dence that the trend of business 
publication advertising follows the 
trend of plant and equipment ex- 
penditures. The ratio during the 
1947-53 period is far enough above 
the prewar level to indicate that 
currently even without a full scale 
war effort, industrial advertisers are 
investing more in business publica- 
tions than they did in prewar years, 
investing more in proportion to ex- 
penditures for plant and equipment 

Chart G reveals the close parallel 
between business publication ad- 
vertising to all advertising and the 
As a mat- 
ter of fact, for the first eight years 
(1933-40) the 


coincide 


gross national product 


trend lines almost 

During the defense period and the 
early war years the gross national 
Since 
1944 it has lagged behind the busi- 
latter 
over-all 


product line moved ahead 


ness publication line. The 


moved far ahead of the 


advertising trend during the late 


Advertising 
__Volume 


$160, 805, 000 
29, 740, 000 
12, 498, 000 

5,551,000 
4,371,000 
$212, 965, 000 


27,681,000 
6, 893, 000 
11,712, 000 
15, 707, 000 
6,075,000 
6, 453, 000 
8, 125, 000 
15,500, 000 
16, 349, 000 


. 


onvoce eer a 


$327, 460, 000 


3 
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Chart C . . Business publication advertising by groups, 1952 
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Chart D .. How the 1952 industrial advertising dollar was invested 


war years. Since then, both adver- 


tising lines have been moving up, 


although today the business pub- 
is well above the line 
the 


lication line 
of total 


national product. 


advertising and gross 


A ther 


budget 


’ 


vertising in all types of media. The 
period 1933-45 shows a steady in- 
crease in the proportion of the busi- 
ness publication advertising to the 
total over-all advertising picture. 
From a low of $24.62 per $1,000 we 


tems 


Business 
Publications 
46 3% 


the ratio came down to the postwar 
low of $39.47 in 1950. This drop was 
probably due to a combination of 
factors such as the unleashing of 
consumer schedules in the postwar 
period, the many new advertisers 


Chart H provides a picture of the went to a high of $64.66 in 1945 on the scene and the growth of new 
advertising media such as television 


This the 


relationship between business pub- 


total volume. of 


lication advertising and ad- TV Drops the Ratio. . After 1945, increase in 


Business 
Publication 
Advertising 
(Millions) (1) 
$ 32.0 


$ of B. P. Adv. 
Per $1000 
Nat'l Inc. 
“sa 
76 
.76 
.79 
.80 
.76 
. 80 
.79 
.72 
61 
71 
81 
94 
99 
97 
.99 
1.00 
96 


National 
Income 
Year (Billions) 
1933 $ 39.6 
1934 37. 
1935 43. 
1936 51. 
1937 59. 
1938 $1. 
1939 58. 
1940 64. 
1941 75. 
1942 83. 
1943 120. 
1944 149. 
1945 172. 
1946 178. 
1947 196. 
1948 225. 
1949 222. 
1950 225. 
1951 262. 
1952 327.4 
1953* 350.0 


Materials 
£ Methods 


<meta” 


48. 
56. 
64. 
73. 
67. 
72. 
81. 
103 
137 
169. 
183. 
182. 
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(1) Space cost only. 


*Estimated 
Source: U. S. Dept of Commerce, Survey of 


Current Business for National Income figures. 


Chart E . . Advertising in business publications for each $1,000 of national income 
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“One good idea pounded home with reason and consistency 
is as effective as a haymaker; but neither the boxer nor the 
advertiser succeeds with light jabs tossed anywhere.” 


An old adage, a true one, and one thoroughly proved by the 
hundreds of advertisers who concentrate their advertising in 
The Journal. 


Of the 1,579 companies who advertised in some oil paper in 
1952, 1,407 advertised in The Journal. (As opposed to 583 in 
the second publication, 566 in the third, 425 in the fourth, 
etc.) Of these, 176 used The Journal exclusively (more ex- 
clusive contracts than in the next six combined). And 219 


others used more space in The Journal than in any other oil 
paper ... about four times the combined total of the nert six. 


These advertisers concentrated their advertising in The Journal 
for the same reason busy oil men concentrate their reading 
time. Because no oil man can possibly spare the time to read 
30 oil papers ... or 10 or 5... any more than an advertiser 
can schedule a dominant campaign in them. But, by concen- 
trating in the leading publication, both reader and advertiser 
benefit most from the expenditure of their time and money. 


It’s true of readers and advertisers . . . WHEN BOTH 
CONCENTRATE! 


Our Market Research Department, headed by 


PROVE IT YOURSELF... Mail to your own list (up to 500) eee a thoroughly trained mechanical engineer as 
‘ » . a equipment editor, will be glad to discuss the 
your own letter asking questions on readership ... have replies application of your equipment in all segments 
i f th trol dustry; help you in deter- 
sent to you... tabulate the returns yourself .. . then bill The isla cuaciet gutendials ond ker quantal 
d 
Journal... WE PAY THE COST. 


“Concentrate your advertising in The Journal ... CONCENTRATION GETS RESULTS” 


TULSA-~@©@ NEW YORK @ CHICAGO @© HOUSTON 
PITTSBURGH @ LOS ANGELES @ ENGLAND 





consumer advertising enlarged the 
over-all advertising base, thereby 
resulting in a lower ratio for busi- 
ness publication advertising. In re- 
cent years, however, with the trend 
towards the curtailment of some 
consumer activities and an expan- 
sion of industrial activity, the ratio 
has started upwards and in 1952 it 
totaled $45.47 per $1,000 of advertis- 
ing. 

These figures show business pub- 
lication advertising as it is related 
to the total advertising picture. But, 
since business publications are al- 


£ nthe rch 


Materials 


most entirely national, what about 
the ratio of business publication ad- 
vertising to strictly “national” ad- 
vertising? In 1952 national adver- 
tising in the U.S. totaled $4,120,900,- 
000 dollars. Business publications 
with their $327,460,000, therefore, 
had a ratio of $79.46 for each $1,000 
of “national” advertising. 


U.S. Market Splits 50-50 . . The 
size of the business market in com- 
parison to the size of the personal 
or consumer market has been esti- 
mated by three authoritative sources 


metal 
Progress 


Business 
Publication 


Advertising (1) 


Millions 


59.0 
51.0 
58.0 
64.0 
75.0 
83.0 
20.0 
149.0 
172.0 
178.0 
196.0 
225.0 
222.5 
225.2 
262.0 
327.4 
350.0 
(1) Space cost only 


. . the Twentieth Century Fund, Dr. 
T. H. Beckman and the Department 
of Commerce. Each of these esti- 
mates indicates that the two mar- 
kets are split approximately 50-50. 
If we apply this 50-50 split to the 
1952 national income of $290 billion 
we find that the size of each market 
would be $145 billion. In 1952 con- 
sumer magazines, newspapers and 
television advertising totaled $4.4 
billion or a ratio of $1 of consumer 
advertising for every $33 of national 
income. On the other hand, indus- 
trial advertisers investing $365,000,- 
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rities Exchange Commission for Plant & Equipment figures. 


Chart F . . Advertising in business publications for each $1,000 of plant, equipment expenditures 
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87 64.9 17 
88 72.2 86 
82.5 98 
90.2 107 
84.7 101 
91.3 108 
101.4 120 
126.4 150 
161.6 192 
194.3 231 
213.7 254 
215.2 256 
211.1 251 
233.3 277 
259.0 308 
257.3 306 
282.6 336 
329.0 389 
346.0 392 
447 432 


1,515 
1,710 
1,871 
1,719 


mmerce, Survey of Current Business for Gross National Product. 


Chart G . . Business publications and U. S. advertising indexes 
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BILLION 


DOLLAR 


It’s easy 
to see... 


... that the $3,000,000,000 research 


market provides a tremendous poten- 





tial for the many manufacturers of 
research, analytical and plant control 
instruments, laboratory equipment and 
apparatus, reagent and research chem- 


icals, component parts for instruments. 


RESEARCH 











CHICAGO 


CLEVELAND 


And it’s just as easy to see that the 
really important men in these labora- 
tories are the research and analytical 
chemists who read ANALYTICAL 
CHEMISTRY ...the men who do the 
specifying and buying for the bulk of 
equipment and materials used in the 
research laboratories. Your products 
command attention in ANALYTICAL 
CHEMISTRY, for its advertising pages 
are “showcases” for manufacturers 
who sell to the research market. To sell 
the laboratories, sell the men who buy 


... the men who read — 


ANALYTICAL 
CHEMISTRY 





— sells the 3 billion dollar 


research market 


An AMERICAN CHEMICAL SOCIETY Publication 

Advertising Management: REINHOLD PUBLISHING CORPORATION 

330 West 42nd Street, New York 36, N. Y. 

SAN FRANCISCO e LOS ANGELES ¢ SEATTLE «© DENVER e¢ DALLAS 
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How Long Must a Salesman 








Cit to Hatch an Order 7 


It’s been established that 38% of a salesman’s time is spent 
in travelling to see prospects and waiting for interviews, 
12% for reports and office work . . . and only 50% in actual 
selling. Also important is the fact that today the average 
industrial sales call costs $16.31! 

Compare this figure with the 1!5¢ that it costs to con- 
tact a reader of business publications. In other words, you 
can present your sales message to over a thousand known 
and unknown prospects at once for less than the cost of 
one sales call. 

Of course, Business Publication Advertising will not re- 
place the salesman. It is not intended to! It is a tool which 
gives greater productivity to the salesman’s efforts . . . just 
like the high speed machine steps up the productivity of 
the skilled workman in the plant. That’s why we call such 
advertising ‘“‘Mechanized Selling.’’ When it is functioning 
consistently on the preliminary steps—i.e., making con- 
tacts, arousing interest, creating a preference for your 
product or service, your salesman can concentrate more of 
his extremely valuable time and his specialized talents on 
the important job of getting the order. 

Ask your McGraw-Hill man for a copy of our 20-page 
booklet, ‘““Orders and How They Grow.” It gives the sales- 
man a realistic appreciation of how business publication 
advertising helps him use his time more productively. 
You’ll want to read it, too. 


DATIVE 
oo 


McGRAW-HILL PUBLISHING COMPANY, INC. 
re 


HEADQUARTERS FOR BUSINESS INFORMATION 











MECHANIZED SELLING 
HELPS YOUR SALESMAN 
GET THE ORDER! 


A tool manufacturer ran a 44-page 
ad once a month for a year in a 
leading electrical publication 
COST OF SPACE 


ORDERS 

DIRECTLY TRACEABLE 

TO ADVERTISING 

A return of $5.54 in sales for every 
dollar invested in advertising 


An instrument manufacturer 
advertised a $28.50 unit with frac- 
tional pages in an electrical mag- 
azine. 

COST OF SPACE $683.33 


ACTUAL SALES 
TRACEABLE DIRECTLY 
TO ADVERTISING $3,021.00 
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000 in business papers during 1952 
(space costs plus mechanical pro- 
duction costs) invested $1 for every 
$432 of national income, a ratio 13 
times greater than the consumer 
picture 


(Note: In 


have used the space costs plus pro- 


this comparison we 
duction costs for business publica- 
tion volume because the figures on 
consumer advertising volume _in- 
clude both elements). 

As already reported, space vol- 
ume for business papers for 1952 is 
estimated at $327,400,000. This fig- 
ure has been multiplied by the pro- 
duction factor of 1.115, resulting in 


a total advertising cost (including 


Chart H . . Advertising in busines; 


production of $365,100,000 
For 1953 total space and production 
costs are calculated at $390,000,000, 
with space costs alone approximat- 
ing $350,000,000. For 1954, while 
space costs alone are estimated at 
$385,000,000, the total 
production costs in business papers 
will be about $430,000,000. 


costs) 


space and 


Exceeds Magazine Groups . . 
Business publication advertising is 
A look at the details 
of these advertising estimates re- 
veals some interesting facts. The 
$365,100,000 invested in business 
publications in 1952 plus 
mechanical production costs) ex- 
ceeds by a considerable margin the 


big business 


(space 
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$70,000,000 placed in farm magazines 
The 
total exceeds the 

invested in general 
the $149,000,000 invested 
in women’s magazines as well as the 
$162,000,000 invested in the 
field. Business paper ad- 


represents an 


and farm papers combined. 
business paper 


$101,000,000 
magazines; 


entire 
outdoor 
vertising important 
part of the over-all advertising pic- 
ture. 

that the 
amount expended in business pub- 
lications ($365,100,000) * was greater 
than the amount of dollars ($323,- 
000,000) invested in all weekly gen- 
Thus, on a com- 


Agencies might note 


eral magazines. 


mission basis agencies received from 


Business 


Publications 
Advertising 


Year 


1933 
1934 
1935 
1936 
1937 
1938 
1939 
1940 
1941 
1942 
1943 
1944 
1945 
1946 
1947 
1948 
1949 
195¢ 
1951 
1952 
1953* 


* Estimated 


Smonmooococoocooooooooocoo 


were in art costs going up to 100% 
through 1952. Printing costs have 
had an equal percentage of increase. 
Between 1953 and 1952, we have 
seen further increases in the costs 
of electros and engravings, going up 
744%, typography going up 124%2% 
over 1952, layouts another 5% over 
1952. Publishing other 
words, continue to climb. 

A check of 
turers shows that their prices have 
For example, in 1950 the 
hoist 


costs, in 


industrial manufac- 
risen far. 
same model of an electric 
cost 54% than in 1940, the 
same centrifugal pump cost 85% 
more and the same model electric 


more 


motor cost 187% more. 


Total 

U.8 

Advertising 
(Billions) 





$ 1,300 
1,500 
1,515 
1,710 


publications per $1,000 invested in all kinds of advertising 


business publications an income 
greater than they derived from the 


The 


proportion of business publications 


general weekly magazines. 


allowing commissions to agencies 
today is 97% as compared with 78% 


in 1937. 


Costs Climb .. Charts J, K & L 
dempnstrate what has happened to 
costs on such things as wholesale 
prices, retail prices, cost of living 
Food prices have gone up from 80% 
to 119% over 1941. Mechanical pro- 
(Chart K) show that 
1941 


duction costs 


the biggest increases over 


In order to keep pace with the pace 
of industry, publications have in- 
creased their 
41% over 1940 
culation plus operating costs have 


average circulation 


This increased cir- 


resulted in higher advertising rates 

Chart L shows the increase of the 
12 or 13-time, black-and-white rate 
as 92% 1940 
increase is lower than the increase 


over In general, this 
among specific industrial products, 


general costs or even mechanical 
production costs. Beyond this, how- 
ever, because of the increased cir- 
culation of business publications 
(41% over 1940) the advertiser ac- 
tually pays on a cost per $1,000 basis 
only 36% more than he did in 1940. 


continued on p. 80 





CHEVROLET ENGINEERS 
READ SAE JOURNAL 


Left to right around table: A. W. Harris, Chief Field Product Engineer; A. |. Underwood, Director of 
Laboratory Tests; B. H. Holmes, Administrative Engineer: A. }. Altz, Assistant Chief Engineer, Adminis- 
tration; C. W. Frederick, Assistant Chief Engineer, Production; W. H. Flowers, Chief Production Engi- 
neer; P. A. Collins, Executive Assistant Chief Engineer; B. |. Olender, Chief Truck Body Design 
Engineer; E. N. Cole, Chief Engineer; E. J. Luxmoore, Chief Passenger Car Body Design Engineer: E. G 
Sprung, Assistant Chief Engineer, Truck Chassis; C. F. McCullough, Plant Engineer; M. Olley, Director 
of Research and Development; R. S. Plexico, Chief Truck Chassis Design Engineer; R. F. Sanders, Chief 
Passenger Car Chassis Design Engineer; H. F. Barr, Assistant Chief Engineer, Engine and Passenger Car 
Chassis; M. S. Rosenberger, Chief Experimental Engineer, F. G. Torrance, Director of Proving Ground 
Garage and Road Tests. 


A majority of Chevrolet's top decision-making engineers get SAE Journal every month 
—and look to it for stimulating engineering ideas. 


Chevrolet's chief engineer, E. N. Cole, is not only a reader of SAE journal but an active 
personage in the Society of Automotive Engineers which publishes it. He has been an 
SAE vice-president, a vice-chairman of SAE's largest Section and a member of SAE’s 
Publication Committee. He is also a member of the Board of the Coordinating Research 
Council, Inc, 


In automobile and truck companies, in plants which make airplanes, aircraft power- 
plants, diesel engines, road machinery, farm machinery, parts and accessories . . . every- 
where that top-flight automotive engineers gather to make technical decisions, SAE 
Journal readers are likely to be a majority of those present. 


Sa\5 
JOURNAL Published by The Society of Automotive Engineers 


29 West 39th St., New York 18, N. Y. 
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Wholesole Prices 


Retail Prices 


Food Prires 


Cost of Living 


Source Dept of Commerce; US. Dept. of Lobor 


+119.9% 


Chart J .. General costs . . 1952 increase over 1941 





+125% +125% 


+106% +106% 











(1941=100) 


+94% 
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Chart K .. Mechanical production costs 


Circulation Rotes 


RESULT 





Up due to Up due to 


industrial Expansion 


Circulation 











Increased Costs 


& Increased 


Cost per 1,000 
Up only 














1953 1940 


1953 1940 


Business poper figures ore bosed on a study of 225 publicotions 
in Stonderd Rote G& Doto. Twelve or 13 times rotes were used. 


Chart L . . Increase of 12 or 13-time page rates 


For example, a page of advertising 
costing $100 in 1940 would now cost 
$192. However, the circulation of 
the publication, instead of remain- 
ing static, at, let us 10,000, 
would now be 14,000, an increase of 
41% over 1940 
that the actual increase of advertis- 


say, 
This in turn means 
ing space costs was not 92% but 
only 36° greater when we account 
The 
increased cost trend therefore is far 
favorable than that of most 


for the increased circulation. 


more 
products. 

These cost figures, while not ab- 
solute, are based on a comprehen- 
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of 255 
publications studied and compared 
for the 1940 and 1953 period. Ob- 
different sampling of 
publications would result in a dif- 
Nevertheless, 


sive analysis comparable 


viously, a 


ferent set of figures. 
this particular study is one of the 
most comprehensive that has been 
made and should provide a realistic 
basis for evaluating the trend in ad- 


vertising rates and costs. 


Markets Keep Growing . . The 
market potential for industrial ad- 
vertisers can be evaluated in terms 
of expenditure for plant and equip- 


ment. On this basis today’s market 
potential is four times greater than 
it was in 1940. In 1940 plant and 
equipment expenditures totaled $6.5 
billion. In 1953, plant and equip- 
ment expenditures are estimated at 
$27 billion. The actual market po- 
tential, therefore, as reflected by 
plant and equipment expenditures 
has increased some 300% over the 
1940 picture. Today business pub- 
lications are aiming their circula- 
tion and the advertising that they 
carry at a market four times as 
large as the one which they cov- 
ered in 1940. Today’s readers of 
business publications offer a market 
potential and = sales opportunity 
three times greater than in 1940. 

Another indication of the fact that 
the industrial advertising market of 
today is greatly expanded can be 
seen from a simple comparison of 
the number of workers in 1940 and 
in 1953. The Department of Labor 
estimates that non-agricultural em- 
ployment at the end of 1953 will be 
just under 56,000,000 people. In 
1940 we had 39,400,000 people in- 
cluded in the non-agricultural cate- 
gory. In other words, between 1953 
and 1940 we had an increase in our 
employment source of some 42% or 
16,600,000 men and women. 

Further, the number of establish- 
ments engaged in manufacturing or 
production (at some time during the 
year) has increased from 225,000 in 
1939 to 304,000 in 1952. This in- 
crease in the number of manufac- 
turing plants (35%) 
panied by an increase of 72% in the 
number of production workers go- 
ing from 7,800,000 in 1939 to 13,- 
418,000 in 1953. 

More plant and equipment ex- 
penditures, more factories, more 
workers, more of everything, adds 
up to increased production capacity 
and thus a larger market for to- 
day’s business publication advertis- 
ers to try and capture. 

Advertising volume in 
publications has increased as a re- 
sult of growing conviction among 
advertisers and agencies that busi- 
ness publications can help them 
reach their markets at least possible 
cost. With breakeven points and 
capacity high and sales staffs carry- 
ing greater loads, the low cost ad- 
publications 


Was accom- 


business 


vantages of business 


become even more vital. 





To Convey An IDEA 


The genius who invented the wheelbarrow did much to speed the back- 
breaking job of moving heavy loads. This simple contrivance was the 
forerunner of a multi-million dollar industry —the development of 
many types of efficient, economical machinery to handle and convey 
raw materials and finished products. And... to convey their sales 
messages, manufacturers of this equipment advertise in Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men—key executives who participate in buying deci- 
sions. These executives are alert to opportunities for speeding pro- 
duction in their plants at less cost. 

RESULT: Manufacturers of materials handling equipment last year 
placed 232 advertising pages in Business Week... more than five 
times as many pages as they placed in any other general-business or 
news magazine. These companies, together with all advertisers seek- 
ing high sales returns per advertising dollar, know — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


These Materials Handling Advertisers Reach 
Management Prospects Through Business Week 


Acme Pallet Co., Inc 
American Hoist & Derrick Co. 
The American Monorail Co 
Automatic Transportation Co. 
Bassick Co 

Stewart-Warner Corp.) 
Bedford Foundry 

Machine Co., Inc 
Big Joe Manufacturing Co. 
Borg-Warner Corp 
Briggs & Stratton Corp 
The E. W. Buschman Co., Inc 
Clark Equipment Co 

Ross Carrier Co 

Michigan Power Shovel Co 
The Colson Corp 
Darnell Corp., Ltd 
Elwell-Parker Electric Co, 
A. B. Farquhar Co 

The Oliver Corp.) 
Gemar Associates 
General American 

Transportation Corp. 
Gerlinger Carrier Co 
Harnischfeger Corp 
Hewitt-Robins, Inc 
Frank G. Hough Co 

International Harvester Co 
Hyster Co 
Industrial Brownhoist Corp 
industrial Crane & Hoist Co 
Lewis-Shepard Products, Inc 


Publishers Informa 


A McGRAW-HILL PUBLICATION 


Link -Belt Co 
Magnesium Co. of America 
Manning Maxwell & Moore, Inc 
Marlow Pumps 
Mead Specialties Co 
Mechanical Handling 
Systems, Inc 
Mercury Manufacturing Co. 
Mobilift Corp 
Northern Engineering Works 
The Ohio Electric 
Manufacturing Co 
Power Products Corp. 
Pullman-Standard 
Manufacturing Co 
(Pullman, Inc.) 
Rapids-Standard Co., Inc. 
Raybestos-Manhattan, Inc. 
Revolvator Co 
Richards-Wilcox 
Manufacturing Co. 
Robbins & Myers, Inc. 
Rotary Lift Co 
Roura Iron Works, Inc. 
Salem. Brosius, Inc 
Standard Conveyor Co, 
The Thew Shovei Co. 
Towmotor Corp 
The Wayne Pumo Co 
Wellman Engineering Co 
Whiting Corp 
Yale & Towne Ma facturing Co 
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j MacRAE'S sco: 


* A questionnaire enclosed in the 1953 issue was signed and returned 
by 4,491 individual executives, 84% of whom stated they used 
MacRae’s Blue Book “exclusively” or “principally” in their selection of 
suitable supply sources. Old copies are passed on to other officials in 


90.8% plants, thus adding years of life to your advertisement in 
the Blue Book. 


This One-Book daily working preference among more than 18,500 
important executives who buy and specify equipment and supplies 
insures maximum readership to an advertisement in MacRae’s. They 
like its accuracy, completeness, accessibility of data and convenience. 


It's time to reserve space in the 61st Annual Edition—closing date, 
December 1 5th. Send for folder ‘Feast Your BUY-FOCALS” 


Another Worthwhile Marketing Fact: 


MacRae's Blue Book has more circulation than the other old established 
buying guide in 34 states. With so many plants springing up in the 
hinterland you can better reach these expanding industries in MacRae’s 
Blue Book. 


oi As Compiled by Statistical Tabulating Co. 


You Also 
Need MacRae’s 


The Directory 
of American 


i 
“"" MacRAE’S :cs: 
BOOK 


18 East Huron Street, Chicago 11, Illinois 
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Art and Castings .. Inside spread of three-page gatefold 


folder gives detailed, specific information on 


ne item fy 





. | 
onc g 


exhibits / motion pictures 





Alloys 


formation 


general 


m Electro 


Electro-Alloys combines folders, 


booklet for unique promotion 


® A COMBINATION of folders con- 
taining specific, detailed informa- 
tion with a general catalog-type 
booklet has been a successful pro- 
motion device for Electro-Alloys 
Division of American Brake Shoe 
Co., Elyria, O. 

Each folder treats in detail just 
one of the subjects discussed in the 
general booklet there’s a folder 
on “heat-treat trays and fixtures,” 
one on “centrifugal castings,” an- 
other on “kiln and cooler parts,” 
etc. 

The folders, 84x11” three-page 
gatefolds, are the same over-all size 
as the 16-page general booklet. 


The combination of gatefolds and 
general booklet has four 
tages, according to J. H. Parsons, 
Jr., of Electro-Alloys 
department: 

1. Requests for literature may be 
answered specifically. 

2. Because they are light, com- 
pact and to the point, the folders 
make good direct mail pieces. 

3. Electro-Alloys 


tailor general catalog information to 


advan- 


advertising 


salesmen can 
the specific needs of the customer 
or prospect 

4. The folders make it possible to 
Electro-Alloy 


and services by eliminating unnec- 


emphasize products 


booklet 


list local « 


ideas 


/ 
/ 


booklets / direct mail 


slide films / sales helps 


Outside back pages give technical in 


flices 


essary plant photos and descriptions 
the gatefolds 
“arty” for such technical material 
but, says Mr. Parsons: “We have 
found that art and castings run very 


Layouts in are 


well together, providing added in- 
terest and continuity of the prod- 
uct story.” 

Salesmen are enthusiastic boost- 
ers for the new format because it 
them 
“just another catalog” to lay on the 
prospect’s or customer’s desk, Mr 


gives something more than 


Parsons says. 
Electro-Alloys’ agency is Fuller 
& Smith & Ross, Cleveland. 


Perkin-Elmer invests in high 
cost book to sell instruments 

One 
high-unit-cost precision optical in- 


manufacturer has taken its 


struments, has described them 
graphically in a hard-bound, heavy 


stock, profusely illustrated book and 
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In March and April, ABP said...ALL GOOD SELLING IS SPECIALIZED In September and October, ABP said... 
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In November and December, ABP said... 
ALL GOOD SELLING IS SPECIALIZED 


specializes 


Wy 


business press 





Irs true: business papers are as precisely specialized 
as business itself. They cover every field, go where every 
product's made or bought or sold. In every market, they 
pick out the specific prospects for specific products. 


It’s much more than a matter of circulation. For 
business papers specialize editorially, too. They prime 
the reader with facts about his own special business 
when his mind’s on business—send him to the adver- 
tising pages to find the products, materials and services 
he needs. Jt’s a job no other media does—or can do. 


More and more advertisers are recognizing this fact. 
It’s one of the reasons why they're spending close to 
$350 million in business paper advertising this year... 
55% more than three short years ago. 


Whatever you make that business buys or uses or 
sells .. . you can move it faster — for less — if you adver- 
tise it first in the right list of business papers. 


How do you decide which business papers to use ? 


Most advertisers agree on this point: advertising value 
stems from editorial value. Good editing draws readers, 
holds their interest, builds a keenly receptive climate for 
advertising. 


One good measure of reader interest is paid circulation; 
people will pay only for what they choose to read. 


All ABP papers are ‘paid’ papers — members of the 
ABC. Well over two million subscribers spend close to 
$9,000,000 a year to get them. That's one more good 
reason why it’s worth your while to look for the ABP 
and ABC symbols when you're picking business papers. 





In planning your business paper campaign, you'll find prac- 
tical help in ABP’s many aids. Here are some of them. Send 
for the ones you want. 


20 POINTS—fundamentals of good business paper ads. 


AWARDS FOR ADVERTISING IN MERCHANDISING PUBLICATIONS 
—techniques for effective dealer advertising. 


AWARDS FOR ADVERTISING IN INDUSTRIAL, PROFESSIONAL 
AND INSTITUTIONAL PUBLICATIONS—guides to effective business 
paper advertising. 


INTENSIVE ADVERTISING —how to sell in print. 
COPY THAT CLICKS—copy angles that get readership. 
HIT THE ROAD—digging for copy facts. 


LEADING BUSINESS PAPER ADVERTISERS—a report on who's 
spending how much. 


A SURVEY OF DEALERS—what dealers want to know. 


AGENDA: TO KEEP BUSINESS OUT OF THE DOG HOUSE—selling 
the man who OK’s the budget. 


THE MAN IN THE MIDDLE—a series on how to advertise to the dealer. 


ASSOCIATED BUSINESS PUBLICATIONS 


ALL GOOD SELLING IS SPECIALIZED 


Founded 1916 


205 East 42nd Street, New York 17, N. ¥. MUrray Hill 6-4980 
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has thereby linked quality of prod- 
uct and presentation in a striking 
way. 

That's the Perkin-Elmer 
Corp., Norwalk, Conn., is interest- 
ing customers in its diverse opera- 
tions. The 60-page book, entitled 
“Optics Plus . 
and Mechanics with Optics,” is di- 


how 


. Merging Electronics 


vided into three sections optics 
for science, optics for industry and 
optics for the military. 

Each 


through pictures but with some ex- 


section presents, mostly 
planatory text, important points in 
the preparation of optics for each 
use. Emphasis throughout the book 
in pictures, text and physical ap- 


pearance is on quality. 


Stormy weather map keeps 
business customers dry 

This promotion piece offers cus- 
tomers a really novel service: _ it 
helps them keep dry in the rain 


Old Jupiter PDluvtus 
INSURABSE 


Policy .. Stormy weather map is folded 


in envelope to look like insurance policy 
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without an umbrella. 

Garden City Envelope Co. (which 
isn’t in Garden City, at all, but in 
Chicago) 


window 


uses its insurance-policy 
envelope to distribute a 
stormy weather map of the city 
“providing coverage when you need 
it most.” 

The 4x9” envelope is labeled “Old 
Pluvius and 
through the window you the 
folded to look like an insur- 
“Stormy 


Jupiter Insurance” 

see 
map, 
reading 


policy and 


Weather Protection.” 
The 17x11” 


shows indoor routes through stores, 


ance 


map itself is and 
public buildings and subway pass- 
ages in Chicago's loop, pointing out 
that by “artful dodging” a pedes- 
trian can walk as many as 13 blocks 
outdoors for more 


without being 


than two blocks. 

The back of the envelope con- 
tains information about Garden City 
Some 10,000 
the map were mailed to the com- 


envelopes. copies of 
pany’s list and distributed through 
trade shows, and response has been 


enthusiastic. 


Message is hidden in hat box 

to use curiosity to advantage 
When Proctor & Schwartz, Phila- 

delphia manufacturer of industrial 


drying equipment, was ready to an- 
nounce its entrance into spray dry- 
ing, it wanted to be sure the mes- 
sage reached the right men. 

It packed a teaser card, folded 
sales letters, miniature, plastic, ten- 
gallon hat in miniature hat boxes 
and mailed them in plain wrappers 
to 500 chemical and food executives. 
The unlabeled wrappers 
recipients’ curiosity and kept them 
interested until they finished read- 
ing the announcement. 

Tying in with the hat box device, 
the 
“We've been keeping something un- 


aroused 


teaser card inside proclaimed 


der our hat. 


Here’s a positive promotion 
with a negative twist 

A promotion piece with a negative 
twist is getting attention for Leslie 
Brooks & Associates, Tulsa special- 
ist in oil field research. 

The promotion piece was mailed 
the 
Exposition at 


International 
Tulsa. 
the 


ex- 


to exhibitors at 
Petroleum 
paragraphs included 

“98% of all IPE 
hibitors can’t be wrong. They don’t 
want a survey So 
don’t you be different and purchase 
Don’t get the jump on sleep- 


Typical 


opener 
of attendance. 


one. 
ing competitors.” 

Said another paragraph . . “Don’t 
be a dumb cluck and inquire how 
many oil men of buyer and specifier 
classification attend the show; what 
occupational titles they represent; 


STORMY WEATHER MAP OF THE LO00P 
Showing indoor Rovtes Through Stores, Public Buildings and Subwey 
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Stormy Map. . 


to walk Chicago loor 





color, easy-to-read map shows how 
10,000 were 


jistributed 








mt = 
Pe, RY, = 
“DOES BUSINESS PUBLICATION J Y 
READERSHIP VARY | 


DURING THE YEAR ?” 


SURVEY SHOWS: 
CONSISTENT READERSHIP OF 
EDITORIAL PAGES IN SPRING, SUMMER AND FALL 





INDEX OF THE AVERAGE READERSHIP PER PAGE 
(Based on the ‘‘Read half or more” score of each article) 


5 studies 1,254 
subscribers 
interviewed 


6 studies 1,636 
subscribers 
interviewed 


7 studies 1,972 
subscribers 
interviewed 





(100 = Index of average per cent of readers interviewed 
who read half or more of each article in April issues) 








To determine the extent of seasonal variation 
of reader interest, McGraw-Hill Research con- 
ducted 18 studies (1946-52) covering repre- 
sentative spring, summer and fall issues of a 
McGraw-Hill publication. 4,862 subscribers 
were personally interviewed—an average of 
270 per study. Field interviewers took sub- 
scribers through the issue, page by page, and 
asked: “Did you read half or more of the 
article?” 

The above chart, based on subscriber an- 


swers, indicates steady readership of a business 
publication without regard to season, through- 
out the entire year. 

This study is reported in our Research 
Department’s Laboratory of Advertising Per- 
formance Data Sheet #5124. Data Sheets 
#5122 and #5123 report additional facts on 
the seasonal question. If you want facts re- 
garding this or any other subjects related to 
business paper advertising performance and 
effectiveness, ask your McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


M GRAW H/LL 


, 2a BUSINESS 
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WHAT'S IN 
THIS SYSTEM? 


Here are some of 

the materials and 
components that were 
design engineered 

into the new 
Underwood electronic 
computer, Elecom!100... 


Aluminum 

Ammeters & Voltmeters 
Blowers 

Brass, Bronze & Copper 
Capacitors 

Ceramics 

Circuit Breakers 
Clutches 

Coils 

Contacts 

Crystal Diodes (2,000) 
Dials 

Die Castings 

Electron Tubes 
Fasteners 

Fuses 

Gears & Pinions 
Lights (Indicator) 
Magnetic Tape Unit 
Mica 

Motors (Fractional HP) 
Plastics 

Push Buttons 

Relays 

Resistors 

Solenoids 

Steel Sheet 

Switches 

Timers 

Transtormers 

Voltage Regulators 
Wire & Cable 
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This new digital computer is a 
SYSTEM ...4a single unified 


= 

¥ sS —_ Ss et oe rm electromechanical design. But 
y it couldn't have been made .. . to 

give business new "brains"... 


( Ow obeatiomechamical, system ) without new electrical knowledge 





Engineers are turning out the new machines of this automatic age @ 
at a mighty fast clip. Now we have a new “brain for business’. . . 
a practical electronic computer at a practical price . . . that tosses off 
science and engineering problems in milliseconds-per-operation. Next 
thing may be a pint-sized TV bringing Mr. Peepers to the small fry 
at a pint-sized price. 

Each new machine, appliance or piece of equipment, however 
complicated, is a single integrated system. It combines basic mechan- 
ical principles with the newest electrical-electronic techniques. 
But the plain fact is, the whole design hangs on what's cooking elec- 
trically. And to solve every part of the design problem, the engineers 
in charge of product development must have a raft of detailed facts 
about new components and what they do... new materials and 
how to use them. . . new techniques and how to apply them. 

That’s why engineers give the closest and most searching study to 
ELECTRICAL MANUFACTURING ... no matter what other magazines 
they read. ELECTRICAL MANUFACTURING analyses the whole electro- 
mechanical product design for them, in terms of today’s performance 
demands. It explores every active area of movement in the field of 
product design . . . automation, miniaturization, hermetic sealing, 
cycle control and dozens more. 

Right now, the manufacturers of electrically operated products are 
working on more new ideas than anyone who sells the field can dream 
of. This is a booming market. Whether the economic curve wavers up 
or down, this field is bound to keep humming, developing new and 
improved types of machines, appliances and equipment—not just 
for industry or just for defense—but under heavy pressure from both. 

ELECTRICAL MANUFACTURING, pioneering with the engineers, is also 
an important ‘‘brain for business,” slicing man-years from the time it 
once took for new technology to make its way to production lines. Be- 
cause it’s read with sharpest interest, ELECTRICAL MANUFACTURING sells 
more of everything that goes into the whole electromechanical system. 


The essential magazine for 
every engineer designing 


electrically operated products 


THE GAGE PUBLISHING COMPANY «+ Publishers to Industry Since 1892 + 1250 Sixth Avenue, New York 20, N. ¥ 
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Sales promotion ideas. . 


what states and foreign countries 
they come from; how many hours 
per day they spend looking at ex- 
hibits; how many days they spend 
at the show; how they rate the 
No, save the 30 bucks.” 
“Don't get sentimental and buy 


show; etc 


our survey,’ was another warning 
“No use finding out the 
value of the show from an attend- 
Such might spoil 


paragraph 


ance standpoint 
your record of spending money that 
would go to the government, any- 
way.” 

The concluding paragraph read . . 
“If by now you are D..F .. enough 
to still want the survey facts we 
make a special offer on the coupon 
below. The main value is the free 
package of chewing gum with each 
(Tear off and mail today be- 

withdraw the (dad) gum 


order. 
fore we 
offer.” 
An order blank for the $30 survey 
of attendance “for your special in- 
creased price of $35” was attached 


to the promotion piece. 


Elongated, accordion-pleated 
mail piece shows product sizes 


American Smelting & Refining 
Co., New York, is offering distrib- 
utors a direct mail piece with a 32” 
accordion-pleated “telegram.” 

The mail piece is headlined “A 


HERE'S THE YALE PUL-LIFT 


POR ALL Wing 


AND Litd soss 














YALE LEADS THE 


Boosts Distributor . . four-page mai! 





Collect Message” and pictures an 
Union” 
with a pouch of messages. 

In the pouch. . 

is an accordion-pleated message 
which, opened to its full length, 
graphically demonstrates the Asarco 
sales pitch on custom lengths of 
tubing. A reply postcard forms the 
last two pages of the folder. 

The mail piece was designed by 
John Mather Lupton Co., New York. 


“Eastern messenger boy 


which is die-cut 


HOW TO BUY A YALE HOIST 


HAT Kee OF SERIE Can Me GreE TOW 


Tags on shipments remind 
buyers that it's fast delivery 

S. A. Hirsch Mfg. Co., Skokie, II1., 
has adopted a new device to remind 
customers of the promptness with 
which their orders are shipped. 

Black-and-yellow tags __ stating, 
“This order was shipped within 24 
hours of the time it was received” 
are attached to packages meeting 
the time requirement. The tagging 
supplements the shelving company 
practice of stamping invoices with 
the 24-hour message to let whole- 
salers and jobbers know that orders 
for shipment directly to retailers 
have been processed and are in 


transit 


Kids, parents get break. . 
Dodge has open house nursery 
A special nursery was set up for 
the care of children of guests at the 
open house commemorating the 75th 
anniversary of Dodge Mfg. Corp., 
Mishawaka, Ind. While small fry 
frollicked in the nursery, parents 
Some 3,200 em- 
ployes, members of their families 


toured the plant. 


and friends attended. 


Otis centennial report 
puts over elevator history 

Otis Elevator Co., New York, uses 
strong general and historical inter- 
est to attract readership for a 44- 
page booklet commemorating Otis’ 
100th anniversary. The booklet is be- 
ing distributed to Otis stockholders 
and employes throughout the world. 

Left hand pages reproduce early 
Otis ads and woodcut illustrations 
of such Otis equipment as the steam 
passenger elevator in Lord & Tay- 
lor’s New York store in 1870. Copy 
and art traces the development of 
the elevator and its contribution to 
business and to society. 

Other illustrations picture famous 
buildings where Otis equipment is 
installed both in the U. S. and in 
foreign countries. Of particular in- 
terest is a spread devoted to some 
“Firsts” of Otis’ first hundred years. 

The booklet closes with a review 
of Otis’ first century and a state- 
ment of objectives for the century 
to come by LeRoy A. Petersen, 
president. 

Copies of the booklet are avail- 


able from Advertising Dept., Otis 
Elevator Co., 260 Eleventh Ave., 
New York 1, N. Y. 


helps distributor sell hoists. Inside back 
buy from distributor. Back cover has generous spac 


100,000 copies in six months. Piece won award 
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FIRST 
Among Refining Industry Readers 


GG... publication grows with 


the industry it serves. And Petroleum 
Refiner’s circulation growth during the 
past six years has paralleled that ot the 
refining industry. 


From 1946 to 1953, U.S. refinery 
capacity increased 51. In the same 
period Petroleum Refiner’s “refining: 
natural gasoline” paid circulation in- 
creased by 05%. 


Here's an unequalled record among oil 
refining industry papers . . . concrete 
evidence of how Petroleum Refiner 


Refining ond Natural Gasoline Circulation 





blankets the refining, natural gasoline, 
petrochemical industry. 


‘To reach this billion-dollar-a-year mar- 
ket, gear your sales efforts to a con- 
sistent schedule in Petroleum Refiner. 
Contact our nearest office for details 


SEND NOW FOR... 
. new Refinery Market Data Booklet. 
Tells scope of the gigantic refining in- 
eet. dustry, where located, how to sell it. 
(gies NN 
% ae.) 


é 
« 
3 


FIRST 
Ti 
advertising 


FIRST value 


if paid FIRST f 
refining <a 
circulation editorial 
quality 


® * As filed with the Audit Bureau of Circulation, 


@ subject to audit. 


She Woudi Largest MUANDUSIRY <Scblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 © 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 


3444 
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fiironAge 


uC CCARE NP) 


The relentless driving force of The IRON 
AGE across the buying front of metal- 
working is the most powerful prime 
mover you can put behind your product. 


The IRON AGE’s paid circulation total is 
at a new high — 50% more subscribers 
than the next metalworking weekly .. . 
and 8 out of 10 renew. 


In 18,089 major metalworking plants 
each week The IRON AGE penetrates to 
the buying money and the men who 
spend it — administration, production, 
engineering, purchasing. Ask to see the 
coverage charts. 


No other standard-size industrial maga- 
zine covers more plants or more metal- 
working executives. No other can match 
The IRON AGE’s stellar performance — 
the No. 1 vote on most readership stud- 
ies, year after year. Ask to see the sur- 


veys. 


But best of all, the high economy of a 
dominant IRON AGE campaign makes 
hard sense these days of careful spend- 
ing. It, too, is unmatched — at $11.50 
per page per thousand of your best pros- 
pects. And, remember this — the IRON 
AGE is the only ABC metalworking week- 
ly you can buy. Ask fo see a rate card. 





“T like to do business with a salesman who 
volunteers original suggestions for lower 
ing costs and improving performance; one 
who makes my problems his, but who is 
big enough to turn down an order if he 
is not sure of meeting all the requirements 
I rely on the salesman who ts not afraid 
to recommend other products or sources 
in the event he is not in a position to 
supply our demands. Furthermore, I place 
a great deal of confidence in the sales 
representatis e who can maintain « ompany 
confidences in’ servicing our account,” 
says Thomas J. Mckeown, Purchasing 


Agent, Titeflex, Inc., Newark, N. J. 


Ihe one thing that we watch for, are 
more conscious of, and more suscepuble 
to than any other sales appeal, is con- 
vincing evidence of a real interest in our 
business. The ability to convey such an 
impression, and to back it up, is a char- 
actcristic possessed by all the top flight 
sales personnel that we have ever met. 
Sincere interest is the best assurance 
of continuing service, quality, optimum 
value, and all the other factors that under- 
lie a desirable relationship between sup- 
plier and customer,” says L.. Greenebaum, 
Purchasing \gent, American Air Filter 
Co., Inc., Louisville, Ky. 


“We believe the successful industrial sales- 
man of today is more the technical type 
than ever before, competent and aggres- 
sive in presenting the applications and 
performance of his product. Without his 
help, suggestions, and loyalty, a purchas- 
ing department would be lost. We expect 
him to know his products, and to know 
just how he can be of best service to us 
in determining our specific needs and 
solving our specific problems. He can 
then put the order in his bag and be on 
his way without further ado,” says C. 
H. Holden, Purchasing Agent, Raymond 
Mfg. Company Div., Associated Spring 
Corp., Corry, Pa. 


Gain the confidence of industry’s PA’s 


Obviously, the more confidence the PA has in your company and 


its products, the better your chances of becoming an acceptable or 


preferred supply source. 


Since PA’s have more confidence in advertised products, it is plain 


common sense to make sure your advertising reaches the PA regularly. 


Your most economical and effective medium for reaching the PA is 


the PA’s own magazine 


PURCHASING .. 


.the one national publica- 


tion serving the needs of industry’s PA’s ... the recognized leader in 


its field, 


That’s why more than 600 industrial advertisers have made 


Purcuasine the basic magazine on their advertising schedules. 


PURCHASING, 


205 East 42nd Street, New York 17, N. Y. 
Offices in Chicago, Cleveland, Los Angeles. 


When you think of 
selling...think of 
PURCHASING 


@ A = 








How to put your best foot (?) 


@ EVERYBODY'S gone home. Nobody 
here but us chickens. We're sitting 
around clucking 
which is the only way left for a 
couple of old, beat-up roosters to 


scratching and 


philosophize around this advertising 
barnyard. 

We're tired. Had a rough day. 
Writer submitted a piece of lazy 
copy so bad it couldn’t even be 
edited. Art man supposed to have 
a booklet dummy ready by two, we 
rushed back from lunch . . no 
dummy. No art director either. No 
(Hope you read this 
column, George.) Client called up 
said we’re getting too arty. Wants 
more punch in it. Drop dead, broth- 
er. (Hope you don’t read this col- 


two dummies. 


umn, Herman.) 


Cooled off now. 
ways of making a living. 


There are worse 
Besides, 
we can always take it out on you 
with real mean criticism. 

Anyway, like we said, we were 
scratching and clucking. Then we 
got to thinking about money. Ad- 
vertising money, that is. And how, 
when some advertisers get enough 
extra pennies together they like to 
advertise their pears in Fortune. 
We're not saying they're right or 
wrong, this is a copyman’s column, 
not a media man’s tip sheet. Some 
do, and when they do, we presume 
they knock themselves out to put 
their best foot forward. So we 
figured a _ useful occupation this 
month might be to see what an as- 
sortment of “best foots” look like. 

If you'd like a concensus, we'd 
say we've seen better. No showcase 
of fine art and copy, this. Sure, 
there’s some lovely stuff, but it’s 


much in the minority. Generally, 
what 


would see in any of the other man- 


we're looking at here we 
agement magazines. 

So we've changed our attitude. 
Instead of seeking gems of purest 
ray serene, we've gathered to our 
flat bosoms three categories of copy: 
good; coulda been good; no good. 

We suppose if we hadn't been 
tired tonight we might have passed 
by the last 
kindliness. 


group out of native 
But then, too, there is 
something peculiarly conspicuous 
about an inept or poorly done ad in 


so fancy a magazine. 


The Skill Is Not in the Ad. . 


s 


% Good ads do not write them- 
selves. It took a_ skilled creative 
character to dream up this Atlantic 
Refining Company beauty, “The 
skill is in the paint.” We like it so 
much, we’ll hand out an OK AS IN- 
SERTED right away fast to Thomas 
E. Flynn, copywriter, N. W Ayer & 
Son, Philadelphia, before we let you 
read a line of the text. All right, 
now 


1int a whole 

at covers The 

mpletely washable 

with a roller instead of a brush 
thanks to the new rubber base paints 

Rubber base, you say? S&S 
tricky stuff to put into paint. Indee 
is! Because the rubber must be emulsified 
then stabilized And that’s a problem 
The Ultrawets, a group of modern chem 
icals made from petroleum, provide an 


answer. That is why we show the min 


anim feature 





se new paints 


There’s more, but what more do 
you want? 

Now, there’s nothing fancy- 
schmancy about this Detroit Steel 
Products page, but we'd be de- 
lighted to see it anywhere. Opens 
up with a head-on headline, “Do 
you have any of these space prob- 
lems?” It’s an “audience-selector” 
head, too got no space problems, 
go away, please. Of those who have, 
however, it asks six pertinent ques- 


tions 


CHEMICALS 
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al 
FIREMAN-FIREMAN, save my plant! Safety executives come from all 4500 LB. COOKIE turns guinea pig to test a new structural ma- 
over industry to learn how-to-do-it at Ansul Chemical’s Marinette, terial for Douglas Aircraft. This is a honeycomb panel of Kraft 
Wisconsin plant in a 3-day course, getting well-acquainted with paper impregnated with a phenolic resin and sandwiched 
this progressive company’s line of fire-fighting chemicals. By between 1 16” magnesium facings. It’s another reminder of the 
their very nature, the Chemical Process Industries represent a top phenomenal new product capacity of the CPI, pace setting all 
market for all kinds of safety equipment —fire protection, clothing, manufacturing in growth and turning out new, commerically 
goggles, shoes, helmets, non-slip flooring —and, of course, insurance. available chemicals at the rate of one every working day. 


reman-fireman, 4000 {. cookie, latin colossus 





LATIN COLOSSUS has been reconstructed since the war in the giant Societa Generale Montecatini, now pro- 
ducing about 65 percent of Italy’s total chemical output. Here’s the Carrara Avenza plant which turns out 
20,000 metric tons of nitrogen a year through utilization of gases from a nearby coke-oven works. Total annual 
sales of the company are $300 million. It’s another magnet that attracts U.S. exporters to the booming CPI 
market overseas, now buying American process equipment and materials at a better than $2 billion-a-year rate. 




















ALERT MANAGEMENT of the Upson Company sparked research of Dr. W. P. Ericks, Director of Research, on new 
process for stabilizing cellulose fiber against dimensional changes due to variations in humidity. First reported in 
CHEMICAL WEEK, wider markets loom as the company prepares to license the process. Says Dr. Ericks about the 
publication, “As a researcher, I read CHEMICAL WEEK to stay on top of my own particular field. But as a business- 
man, I find it keeps me well-informed all around...gives me the ‘big picture’ on the Chemical Process Industries.” 


Management wants facts in the Chemical Process 
Industries . . . on such problems as plant fire protec- 
tion and export sales trends . . . on latest research, 
manufacturing methods and merchandising plans. 
For in this volatile, ever-changing market, fresh 
developments occur daily that spell the difference 
between profit and loss. That’s why more and more 
chemical executives are reading CHEMICAL WEEK 
... it filters the news for the facts they need to solve 


process business problems, 








CHEMICAL WEEK, with concise and accurate evalua- 
tions of dollar-significant news, is the one process 
publication edited exclusively for all levels of ex- 
ecutives. And with today’s chemical bosses looking 
closer than ever at more efficient equipment and 
materials to swell slimming profit margins, it’s of 
prime importance to your selling effort. CHEMICAL 
Weex is such a logical place to tell management what 
your product can do for them . .. because it’s process 


management's own magazine. 


alert management, and... Chemical Week 


in the chemical process industries... it’s management's own magazine 


A McGRAW-HILL PUBLICATION * ABC + ABP 
McGRA’/-H'LL BUILDING, NEW YORK 36, NEW YORK 








“ 
of these 


h pace problems ? 


© 09 mores Umm wt 
Peek OR Memes tm» 


Do you hav 





etroit Steel Products ist pertinent 
Smack next to each query is an 

answer, an example, explanation or 

suggestion. Like what? Like this, 


for No. l 


t f how a large Michigar 
! I ne¢ 1! 1 lactory int 1 moa 
‘ r nd ned office overnight wit 
r Fene eee tical-Structu 
a MA 
Meta ing ran ita t i 
, har ? . i nstalled 


Now, here’s a full-color page we 
introduce to show how simplicity 
like 


sunshine in what so easily could be 


and grace are fresh air and 


another stuffy institutional ad 
Signed by Kennecott Copper Corp., 
and “The 


of Lions Head Gulch,” it says: 


headed, invisible miners 


The Invisible Miners 


OF ONS EAD GLOH 


Conese Coneomariow 








Kennecott simy ty and IC 
nis wate low t i a dum; 
ery w grade pe e ir r 
1d Gulch nea r huge Bingham mir 
Jtat W n wate ver the dun 

j ee i igh, t IITy 
ha ild r therwise be ‘ 
Kenne tt researcn has ! na tnatr 
lly tiny creature ? ' n th 
i These in ble mir ire 
1king pl icid tha ‘ 
e're work Ir I 
! nisms 1 I b tk 
ne ese } ae h 
y mir thrive n! I I 
KIT na ect le Tr 


Got three ads clipped together in 


what seem to be a fish and meat so- 
ciety. First, Crotty Brothers, Inc., 
‘How to turn a shrimp into a giant 
morale builder.” This is strictly on 
the up-and-up since the Crotty 
Brothers are in the plant food serv- 
ice management business. 

Then, a little less edible piscator- 
ily, “This turtle turned into a 
shark,” working for the Vanadium 
Corp. This, too, is legit, seeing as 
how the turtle was the Revolution- 
ary War papa to the present day 
submarine, the shark which never 
would have been born were it not 
for modern alloy steels. 

At the meat counter Spencer 
Chemical Co. offers you your choice 
of “Filet Mignon? Chateaubriand? 
Roast Beef?” and in two sentences 
gets you from beef to corn to “prill- 





ing.” Don’t know what that is, 
huh? Well, we'll let Spencer tell 
you: 
The most economical corn is fed nitro 
When tiny “prills’ of nitrogen are 
| the il, what happens? 
yield increases of 15 bushels per 
n rn, 10 bushels on wheat and 
he n oats are standard and 
I er Mr. N’ Ammonium Nitrate 
nf th phosphate and tash 
es the harvest 
I irmers make more m y we 
he huge prilling installatior é 
I irgest in the world 4 tee 
YT } teytiie f M r 
Wor I I I | jnt tr 
1 >t ind fa to th 
} 
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Dhis turtle turned into ¢ 


Filet Mignon? Chateaubriand? Roast Beef? 

















To get convincing, realistic, just-right illustrations 
for your printed matter, you're willing to go to any 
reasonable extreme. To get the right paper for re- 
producing those illustrations with fidelity, effective- 
ness and economy, you need only go to the merchants 
who sell Cantine’s Coated Papers in your own city. 


Hi-Arts 
Ashokan 
M-C Folding 
Book and Cover 
Zena 
Catskill 
Velvetone 
Softone 
Esopus Tints 
Esopus Postcard 


Hi-Arts Litho C.1S. 
Zenagloss Offset C.2S. 
Book and Cover 

Lithogloss C.1S. 
Catskill Litho C.1S. 
Catskill Offset C.2S. 
Esopus Postcard C.2S 











(Showing the famous David Preston taking photographs in Florida for a client in New York) 


WNhjies COATED PAPERS 


THE MARTIN CANTINE COMPANY, SAUGERTIES, N.Y. Specialists in Coated Papers Since 1888 
Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco: Wylie & Davis) 
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10. BUSINESS ANALYSIS OF TOTAL PAID SUBSCRIPTION CIRCULATION for the November, 1952 issue: (Not an average for 6 months) 
NOTE— Total paid subscription circulation of this issue was 092% greater than average total paid subscription circulation for period. 
Breakdown of total to left By Title & Occuption _ 


















Classification by Business & Industry a) (3) (D) (2) v) (9) ™ w 
 E 33 
25 & 3 fe 5 = 
i 3 € oo 5 Pont 
g 8 35 ze sax s 
we 3 3 Oost Ee £ s5 Ses 3 
33 $ ey [stead ost § ee ee 3 
et ai fla [a0BH32 G20 ge GG SES OEE G0 
Fad & za tas | azondew a< ow a a awaa 62a caw 






w 


Contractors & Builders 
(a) Builders & Contractors specializing in Residential or Light 
Commercial or Light Industrial Building...................- 60,248 60.45 35,803 24,445 51,010 4 86 70 6 3,249 112 5,654 
(b) Contractors adenoid in deeneeed seepeeniees or Uther heavy 


COMTUTUONIOM ccc cccccccccsosccvcccscescecsoceseveveceses 









4. Subcontractors-subcontracting for only such parts of Building 
Construction as carpeniry, masonry, plumbing, roofing, heating, 




















ventilating, electrical, painting, concreting & excavating...... 9,779 981 7,180 2,599 8,621 24 20 14 298 15 787 
8. Distributors 
(a) Retail Dealers—!umber, bu:iding materials & installed 
equipment apes 11,239 11.28 8,054 3.185 9,612 6 9 $2 32 & 350 1,034 
(b) Wholesalers, Jobbers & Manutacturers’ Agents ; 1,044 1.05 986 58 662 6 6 2 5 80 283 
(c) Distributors of Construction Equipment... eer ere 81 0.08 81 66 2 4 9 
1. Architectural, Architectural-Engineering Firms & Architects & 

Architect- Engineers in Private Practice..... 1,726 173 1,171 555 1154 25 36 277 195 20 6 13 
2. Consulting Engineering Firms & Engineers in Private Practice... 333 033 312 21 218 1 52 15 25 a a 14 
9. Realty 

(a) Commercial & Industrial Realty Ownership & Management 151 0.15 149 2 140 1 2 3 3 

(b) Residential Income-Producing siniecited Ow an & Man- 
SL vs uiebis wir desbenesnvncns owbdesebeuranethbuaeecee ss 460 0.46 455 4 438 2 2 6 12 
(c) Realty pickers : ‘ ee Seea ounce 955 0.96 675 2380 904 1 2 2 34 

10. Insurance & Mortgage Companies, Savings & Commercial Banks 

& Building, Savings & Loan Associations.... - 820 0.82 657 163 646 1 6 2 1 5 40 119 

5. Government 
(a) Federal (923); Commissioned Officers in U. S. Armed Serv- 
vices (44) . wy cae 967 097 899 68 289 39 171 18 52 57 35 306 i 
(b) State, County, Township & District . . ; : 260 0.26 211 49 49 6 34 4 7 33 34 93 4 
(c) Municipal . sashiecepanbewarss - _ 314 0.32 224 90 33 3 40 3 24 78 17 16 
(d) Foreign (114) ohabsacweoees sveeedsee — 1l4 0.12 85 29 62 ll 2 20 5 14 
6. Commer-ial & Industrial Organizations (including transportation 
& privately owned Utility Companies)................0cccceeeeses 2,294 2.30 1,633 661 482 5 331 41 100 lll 533 691 






7. Manufacturers & Producers cf Building Products, Materials & 
Equipment ; WeUMueb 10s% Cakes eREDDDbhNCEE Sabb ES SESeuS 1,947 195 1,864 83 771 70 22 4l 28 158 857 
















































Public Libraries, Professional Clubs, Societies & Trade Associations 0.80 15 
. Universities, ae & Schools, including Professors, Instructors 
SPE Ghiseescbanceseasteces 3,303 3,32 2,597 706 1,176 2 9 2 2 7 67 2,038 
. Miscellaneous . ped beuacewsessnweus 1,156 1.16 902 254 512 1 6 2 9 92 534 
INI occtisiceds vkecnaavcececnsecesavnisses 250 0.25 196 54 250 
Pi idiciacisstnne ReSIEN TS e 99,659 100.00 65801 33855 78,354 93 965 547 5984347160 13,154 | 
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We are reproducing Paragraph 10 in its entirety of the 
Publisher’s Statement for the six months ending Decem- 
ber 31, 1952 which gives the business analysis of total 
paid subscription circulation for the November 1952 
issue. Please note this is not an average for six months. 
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A. B. C. and our Advertisers, Manufacturers 


and their Advertising Agencies 


iii tieinie Ninel 


qn 


mr 
AAA 


MM 
T he Audit Bureau of Circulations has called our 
attention to certain statements in our recent ad- 
vertising which are contrary to the publicity rules 
of the A.B.C. 

In the March 2nd ad in Advertising Age we 
indicated ‘100,000 + active builders and able buy- 
ers.” 

In our April 27th ad we said, ‘More than 101,- 
000 net paid A.B.C.” 

In the June 29th issue of Advertising Age, be- 
lieve it or not, we said, “More than 10,000 by 
A.B.C. standards”, obviously a typographical er- 
ror. 

In the 1954 Industrial Marketing Market Data 
Book we say, “More than 101,000 Net Paid 
A.B.C.” 

In the May 26th issue of Standard Rate & Data 
we said “More than 101,000 net paid A.B.C.” 

In the June 26th issue of Standard Rate & Data 
we said, “Average total paid circulation 98,820 
net paid A.B.C.” 

In addition, in the April 27th issue of Advertis- 
ing Age, in the Market Data Book and in the 
May 26th and June 26th issues of Standard Rate 
& Data we said, “71,447 Active Builders, Con- 
tractors”, “8,394 Able Buyers and Specifiers’’ and 
“12,364 Alert Boosters—Dealers, Jobbers, Sales 


IH 
ll 


TT 
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| 
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Staffs’. 
port issued by the A.B.C. They are the result of 
by 
Builder based on the figures for the November 


These figures do not appear in any re- 


mathematical calculations made American 
1952 issue in Paragraph 10 of A.B.C. Publisher's 
Statement for the six months ending December 
SI ,. 1952: 

May we repeat our apologies. These ads should 
have read, “98,820 Average Total Paid Circulation 
from Paragraph 8 of A.B.C. Publisher's Statement 
for the six months ending December 31, 1952.” 

The total paid circulation of our December 1952 
issue according to Paragraph 9 of the A.B.C. Pub- 
lisher’s Statement for the six months ending De- 
cember 31, 1952 was 100,219. 

Currently we are delivering more than 100,000 
paid subscribers. 

s 


We regret these errors. We're anxious to correct 
them immediately. For 74 years AMERICAN 
BUILDER has been published on the principle of 
strict adherence to highest publishing standards 
and business ethics, as evidenced by our many 
years of membership in both the A.B.C. and the 
A.B.P. — to assure advertisers and their advertis- 
ing agencies the best value for their advertising in- 


vestment. We apologize again for these errors. 
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indness and content 
the way the farmer wants it 
Almost any farmer can make a profit 


when prices are high. When prices fall 


fertilizer is the key to lower productic 
Year by year more farmers accept 


We wish we could make enough 


Mebbe 


we'll try some prills, ourselves. 


H’m, sound pretty good. 


Keep it simple, Sam 


The higher up the echelon you 
go, the more rarified the executive 
air, and the simpler the minds you 
have to deal Therefore, a 
cardinal principle, when addressing 


with. 


presidents, chairmen of the board, 
and other such high class talent, 
keep the copy extra simple, please 


Te emailer manufacturers 
who want the best in Recearc! 








I } 


Polychemicals Extra simple 
*Fellow who writes ads for Du 
Pont Polychemicals knows this, ap- 
parently, because he recently turned 
out a classic. Look, we'll put the 
headline all in caps right below . . 
BEARING OF DU NYLON 
PLASTIC TAKES 4 TIMES AS MUCH 
SWIVELING 


PONT 


How could you do better than 
that? 

And, what’s more, he keeps it nice 
and ABC like that right through the 


text. Try a sample paragraph: 
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Pat your plant along GED lines 

© 

, ED ne eee te orem 
=“ 4 


. . 
American Gas 


An OK AS INSERTED TO J. C 
Harmon and R. B. Bowman, copy- 
writers, Batten, Barten, Durstine & 
Osborn, New York. 

Never get into any trouble if you 
dish it out straight. Here’s Amer- 
ican Gas & Electric promoting in- 
dustrial development in its service 
area. So its ad says, “To smaller 
manufacturers who want the best 
Then, 


in research.” following, in 


display 


General American Transportation 
Corp 


spread, “For rent to shippers: Gen- 


is equally blunt in its color 


eral American's new Airslide Car.” 
Ditto Naugatuck Chemical, “Look 








& Electri 


how Kralastic helped solved _ the 
hard Ditto The 


Formica Co., “Formica helps solve 


water problem.” 


10 out of 13 current design prob- 
lems!” 

Eastman Kodak, too, is far from 
coy or cumbersome with, “Knitting 
mill solves help shortage and keeps 
full staff.” We especially like this 


long but lucid subhead: 


We have two camps, it seems in 
this business the “buckeye” fans 
and those who are afraid to go 
“buckeye.” Actually they’re both 
Buckeye (let’s forget the 
another 


wrong. 
quotes) is approach or 
You use it 


Westing- 


copy-layout technique 
when and where it fits 


house, for instance, in this spread. . . 
the first time in elevator history 
Westinghouse offers the only completely 


> elevator system 


And smack after, in good big 


type . 


Eliminates attendants even starters 
instantly and automatically tk 


jemand no dial settings 


$7000 per car a year 
There’s one advertiser doing a 
quiet, consistently good job without 
beating his brains out and that’s The 
Austin Company. You’ve probably 
seen its series of full-color spreads 
that feature name plants. This one 
is “Fort Wayne Corrugated Paper 


For the first time in Elevator |History 


WESTINGHOUSE OFFERS|THE ONLY COMPLETELY 
AUTOMATICJELEVATOR SYSTEM 


for Heavy-Traffic Buildings 


© Clnmates attendents ewe starters 


© Adjesty cestamty anc antomatc aby (0 ony trattic 
foment =—s 00 iad settings eecessary 


© Seve op to 5/000 per co s yew 


Westinghouse Elevators 


em om Vemtingume 





Westinghouse . . Good use of buckeye 
Company builds flexible, new Roch- 
ester plant to help eastern ship- 
pers.’ The diagrammatic illustration 
The copy is divided 

one block on the 
customer and general facts about 
the new plant the other, a little 
customer history, detail on the plant 
operations, and an Austin company 
pitch. 


is excellent. 
into two parts 


*There’s no better lesson for 
sticking to your knitting than when 
you have a revolutionary announce- 
ment to make. Here’s a_ spread, 
signed by the Aries Fiberboard 
Corporation and that’s what it 
Just “A revolutionary de- 
velopment in the Wood Industries.” 
Maybe like us, you say, “Wood is 
wood so what could they be up to 


teaches. 


anyhow?” Anticipating this, the 


writer put in a subhead: 


























What a salesman could do on the 8:02 


Remember the time your star salesman thought he 
had the Toppo Company order in the bag? Only some- 


body let it out, and you didn’t know how—or who. 

You could get a clue on the 8:02. You'd be surprised 
how many Toppo people take that train from Brook- 
view Heights. There’s Sadie the steno, Pete the ad 
man, bookkeeper Bernie, J.P. the V.p. of product 


design. Quite a cross section—ranging from those 
Lo) x oO . 


COADOAC 


N68 


who use, and frequently let management know the 
need for business and industrial products, to the 
brass who give the O.K. 

Ifa salesman could get to every one of these people, 
the Toppo order might well be a different story. But 
since he cant, back him with advertising in’ the 
magazine that does get to all the people who mean 


business —The Saturday Evening Post. 


—gets to ALL the people who mean business 
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Aries Fiberboard sticks to knitting 


The Bartrev Press 
chine t produce ntinuous 
striy By using shavings, slabs, edgings 


and other unused wood manufacture 


board, the Bartrev Press will meet the de 


mand for fine quality board at the low 
cost made possible only by continuous 


strip production 


Long copy, can’t reproduce it all, 


so we'll throw some sentences at 


you: 


A single Bartrev Press can produce a 
ntinuous strip of board 4 feet wide at 
speeds up to 30 feet a minute enough 
to make a 4-foot bx 


long every 24 urs . . Over 


ardwalk over 8 miles 
16,000 tons 
{ board a year! 


Bartrev Board humidity 


changes uniformly in directions 


worked with ordinary woodworking tools 
knot holes 


waxed or painted 


and n natural surfaces 


can be finishes such 


as veneers, laminates, metals applied by 
standard methods 
The operator of the Bartrev Press ha 
raw material problem, His raw materia! 
is always accumulat 
ich raw material u 


means 1 inc 


We feel the copywriter deserves 
as much credit as the inventor. An 
OK AS INSERTED to John Stanton 
& Son, New York and Mather & 
Crowther Ltd., London. 

Now, and perhaps because we've 
been reading good long copy . . we 
like this good short copy, too, lifted 
from a Monroe Calculating Machine 
ad: 
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11/2 cents a 


uses it 8 minutes 


In the trick headline department 
but strictly legitimate we were in- 
trigued to read on, after reading 
first. 


“How many pounds is 278 yards?” 

Hagan Corp. 

“30 million dollars worth of side- 
walk superintendents.” 


Bank Building Corp. 
“Why is a building like an ice- 


berg?” 
Turner Construction Co 
“Bumpy road for hot molecules!” 
AiResearch Div. Garrett Corp. 
“The case of disappearing prob- 
able error” 
Micromatic Hone Corp 


“Is this trip necessary? It needn't 
be... with Pydraul” 
Monsanto Chemical Corp. 
“the folly of trying to do it all by 
yourself” 
Kiplinger Washington Agency 


*%And we wind up this section 
with a winner, and no stranger here, 
either the Aluminum Company 
of America . . full color spread “We 
fixed a kettle and the whole chem- 
ical industry benefited.” Here, you 
read it, and see if you agree: 

housewife with the leaky 
know what she was start 
her dealer in Al 
the kettle back t 
know that a nearly new 
spring leaks. 
enough, 


num heat exchanger tubes were having 


some users of alumi 


1 


he same trouble 


t They, too, knew that 


aluminum tubes shouldn't be perforated 
in a few short months. 


Alcoa’s 


reasoned that something in the water was 


Engineers at Research Labs 


ise. Painstakingly, they analyzed 
from trouble spots all over the 

In each case, they found traces 
r tin or lead. This suggested 
aluminum was sacrificing itself 


1eavy metals by electrolytic 


researcher thought he could 
ind tubes by coating them 


e aluminum. But how 


trying and failing followed 
lled a slab of pure alumi 
f high-strength alumi 

3 of the rolls bonded 
tically and Alclad sheet 


ng aluminum alloy with 





WE FIXED A TEA 
WHOLE CHEMICAL 





KETTLE AND THE 
INDUSTRY BENEFITED 





fixes kettle, benefits entire industry 





pure aluminum 

Test after test proved that this new 
kind of aluminum lasts far longer in con 
taminated waters. Although the pure 
aluminum slowly etches away, it protects 
the strong underlayer for years and years 

Now how to make exchanger tubes of 
this “two-layer” aluminum? Alcoa metal 
lurgists found a way to extrude “twi 
layer’ billets then draw them int 
tubes. 

For heat exchanger builders, Alcoa's 
Process Development Labs developed new 
ways to form and flare the tubes into 
tube-sheets. To test the tubes in actual 
service, they made miniature exchangers 
and convinced manufacturers to try them 
in parallel with their big exchangers. 

Out of this has come the Alcladalumi 
num heat exchanger tube. Lowest cost 
handling hundreds of 
years 
longer. And for housewives, like our 
heroine, 1,500,000 Alclad teakettles have 


been made in the past 17 years. 

OK AS INSERTED to H. M. 
Redhead, account executive, Fuller 
& Smith & Ross, Inc., Cleveland. 
Okey by you fellows? 


of all metals 


touching compounds lasting 


Coulda been good 


Pennsylvania Salt Mfg. Co. 
handsomely handled color spread 
except for boastful headline, “Penn- 
salt pioneers progress again!” 

Kimble Glass Co. . . An interest- 
ing page, and a provocative head- 
line, loused up only because some- 
body insisted on tacking the com- 
pany name on the end. Like so . 
“Ever try to bend a sunbeam — 
KIMBLE can.” 

J. J. Sirrine Co. . . Superb photo- 
graph, sun filtering in through rail- 
way station skylights, shadowy fig- 
ure of man about to take a trip. No 
copy other than “Engineering sched- 
ules your business journey.” It’s a 
lovely thought, but please spell it 
out for executives. 

Burroughs Adding Machine Co. . . 
full color, straight product an- 
nouncement, and fine for what it is 
until some joker cornballed it up 
with one of those phony memo slips, 
“Mac — What are we waiting for? 
Here’s a Sensimatic with 19 totals! 
Jim.” 

National Distiliers Products Corp. 
.. If you wanted to educate the gen- 
eral public on something called 
“metallic sodium” we'd buy this 
head, “What makes ‘K.P.’ easier?” 


But to businessmen, executives or 


not, why start way out in left field? 
If this sounds inconsistent with 
what we said about Atlantic Refin- 
ing, a re-reading will show you 
they didn’t go beyond the infield 
to make their point. 


Phooey, Louie, or Money Out 
The Window 


“U.S. means US, all of us”. . says 
the Norfolk & Western Railway. 
This is what’s wrong with most in- 
stitutional advertising, says us. If 
you do it, it’s got to be awfully, 
awfully well done. Otherwise it’s 
drivel or dangerous. 

“Here's sugar for your coffee” 
says The Thew Shovel Co. The 
claim is that a Thew Lorain Crane 
helped your breakfast to your table. 
Sure, who’s arguing? But so did 
a G-E Motor, a Jenkin’s Valve, a 
Buffalo Pump. It’s any advertiser's 
meat, and most advertisers’ poison. 

“Who makes the paper business 
grow?” asks Crown Zellerbach. 
Lots of publishers we know would 
holler, “We know, teacher,” to that. 
And at that it’s a better answer 
than the pishposh the advertiser 
gives. 

“To acorns with oak tree ideas” 

rhapsodizes the Harrison Con- 
struction Co. And if we were really 
mean, we'd reproduce the text, too. 


BOOST-OF-THE-MONTH to Gen- 
eral Electric “American Way” cam- 
paign, or whatever you want to 
call it... and to W. S. Smith, adver- 
tising manager, General Electric 
Chemical Division, New York, who 


- 
Every dey 7423 ave er mouths to feed 


GEnenat @ erecraic 





authored it. Herewith a few para- 
graphs from “Every day 7,423 more 


mouths to feed.” 


Who will help me harvest my 
isked the farmer 

Not I," said the hired man They 
need me at the defense plant and in the 
service. 

Th 


1en I'll do it myself,” said the Amer 


ican farmer. And he did 
Last year the American 
duced about 40% more livestock 
tables, cotton, grain, milk than he 
pre-war. And he did it with only 1° 
more land and 17% fewer man-hours 
When you witness a productivity increase 
like that, you can 
been at work 
When the hired man left, the farmer 
called for more electricity and farm ma 
hinery And he got them it an in 
credible rate. In the past ten years his 
of electricity has increased nearly 
Today American farms use twice 
as much mechanical and electrical horse 
power as all manufacturing combined 
In jobs like pitching hay, pumping 
water, grinding feed, one electric horse 
power is equal to the work of 22 strong 
men That means that with electricity 
and automatic feed handling, a one man 
farm can handle 20 or 30 cows. It means 
that where, eighty-two years ago, it took 
four farm families to feed a city family 
today one farm family can feed and clothe 


itself and 15 other families besides 


And . 
bow out with, courtesy of Young & 
Rubicam. The one captioned, “Start 
of a great advertising campaign.” 
the textbook flying out 
Hey, book, wait for 


we've got a terrific ad to 


Picture 
the window. 
us. 


The Copy Chasers 




















Leet 
Start of 3 great advertising campaign 


YOUNG & GUBICAM tnK 





it the window 
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Plant Errgrmeenigae 


The magazine that ry plant Pivaies with their everyday problems 
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.. teaches more men 


responsible for the Plant Engineering function 


THAN ANY OTHER INDUSTRIAL MAGAZINE 


show how 
four important ian too grow: 


Plant Engineering conti 


1, CIRCULATION GROWTH . . . Over 36,000 plant engineering men now receive Plant Engineering 
regularly. The rapid expansion of industrial plants in the past four years continues to set new goals in 
circulation for Plant Engineering. Only by this continued growth can a magazine provide top coverage 
of this important buying function. This coverage is unmatched in the industry today. 


employees of 100 and over. This is the lowest cost plant coverage you can buy. 


3. EDITORIAL READERSHIP GROWTH . . . Each month our large request for reprints, letters of 
commendation prove the high readership of Plant Engineering. There is no mystery about this... 
it’s because Plant Engineering is field edited . . . for the men responsible for the plant engineering 


function. There are no waste editorials. 


4. CONTINUOUS ADVERTISING GROWTH . .. While many other industrial plant trade magazines have 


4 2. PLANT COVERAGE GROWTH . . . Over 24,000 plants are now being reached by Plant Engineering with 


leveled off or lost position over 1952, Plant Engineering’s advertising has increased 20% over 1952. 


@ a o 6 * e Ss @ ae * 2 


For more detailed information of Plant Engineering’s value to your advertising 


program, write Technical Publishing Co., 110 South Dearborn St., Chicago, Ill. 


Remember: Sell the Plant E ngineer and Youve Sold Your Product! 
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Year-to-date total up 4.1%; 


cr dver tis ing volume July ad volume rises 1.1% 


7 An increase of 4.1% or 9,722 pages 
1n business papers was shown in advertising volume 

for the first seven months of 1953 
over the same period in 1952, ac- 
cording to reports to INDUSTRIAL 
MARKETING by 273 business paper 
publications. The increase for the 
month of July was 1.1% or 363 
pages. 

The 168 papers reporting in the 
1953 1952 pagechange % change industrial group showed an increase 
of 260 pages (1.3%) for July and 
5,728 pages (3.8%) for the year. The 
— <Sll 5 667 product news group showed the 
— ae r greatest increase, with 177 pages 

(6.9%) for the month. Export pa- 
Export Lame 1.164 pers, still dropping, show a decrease 
Total 32.578 32.215 , . of 7.4% (86 pages) for the month of 
July and 3.2% (260 pages) for the 
Year to date /volume 4.1% (in pages) over 1952 seven month total. Trade paper ad 
1953 1952 pagechange °% change volume dropped 56 pages or 1.0% 
for the month, but showed a gain of 
3.9% or 1,619 pages for the year-to- 
date. The class group, including 23 
Trade 43,691 42,072 I 3.9 publications, showed a 3.4% in- 
17,890 16,534 + 1,356 3.2 crease (68 pages) for the month, 
7,985 8,245 260 3.2 and an 8.2% gain (1,356 pages) for 

249,212 239,490 { ; the year. 





July /volume 1.1% (in pages) over 1952 





Industrial 21,067 20,807 t 260 


c 


Product News (1/9 page units) 2,762 2,585 





Industrial 158,595 152,867 t 5,728 r 3s 


Product News (1/9 page units) 21,051 19,772 


July pages Pages to date July pages Pages to date 
Industrial group 1953 1952 1953 1952 Industrial group 1953 1952 1953 1952 








Aer Digest $120 g 44€ ‘*ombustion 52 2 378 
Aeronautical Engineering Review 73 f 457 ‘ommercia! Car Journ: 17 1350 
Air Force 43 33 < 259 onstruction Bulletin ** 236 22% 1480 
American Aviation (bi-w.) '*8] 57 23 92 onstruction Digest (bi-w **183 18) 1314 
American Brewer 49 ] ‘onst! I g 1293 
American Builder 149 31 1377 2° ‘onstruction Equipmen 83 69 638 
American City 136 ‘onstruction { . 1114 
American Dyestuff Reporter '*B4 Fa , istruction ws Monthly (w 32 "*99 604 
American Mac is 453 755 ; S145 . 

American Pr I 25 2¢ ) 21 ntractors n ‘ 3/4x14 13] | 36} 
Analytical Chemistry 37 3 301 c Dairy Record 55 5] 400 
Architectural Forum 13] sig ( 29 183 1679 
Architectural Record 

Arts & Architecture 

Automotive Industries (semi-m« 

Aviation Age 

Aviation Week 

Baking Industry (bi-w.) 

Bedding 

Better Roads 

Boxboard Containers 
Brewers’ Digest 

Brick & Clay Record 

Bus Transportation 
Butane-Propane News 
Butter, Cheese & Milk Products 

irnal 

‘anner (w.) 

‘eramic Industry 

‘hemical & Engineering News 

hemical Engineering 

hemical Processing 

"hemi val Week 

‘ivil Engineering 


‘oal Age 
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Ears! Eyes! Brains! 


The magic evolution of radiation—controlled by the radio 
tube—has entered its third great epoch. First came the 
audio stage, expressed in radio: signal, human voice and 
glorious fidelity in music. Second: video in television, even 
now changing to soul satisfying color. And now comes the 
era of the electronic computer—the signal that is detected, 
stored (remembered, if you wish) totalled and graphed; 
solving problems too staggering and monotonous for the 


human mind. 


THE RADIO ENGINEERS’ PART— 


The electronic computer’s base component is the 
radio tube. Its design and production, once again, 
is the brilliant product of the radio engineer. Ad- 
vances in the computer have been aided by “history 
making issues” of “Proceedings of the I*R«E” 
and the presentation of papers at IRE meetings; 
basic media of the inspiring exchange of scientific 
and engineering knowledge. 


Typical is the great October 1953 “Electronic Com- 
puter” issue of “Proceedings of the Ie Re E” which 
will publish 40 papers on computers, the word 
count equivalent of a 600 page textbook—with the 
freshness of the computer of today, and the design 
data of the computer of 1958! 


AND YOUR PART IN THiS? 


The electronic computer is a practical reality, a 
part of that promised “bright new world,” here, 
now. You and your business will be a user and 
buyer, just as surely as you have used the type- 
writer and adding machine. Again, you and your 
business may be a supplier of components, mate- 
rials and parts! For the electronic computer opens 
another new manufacturing market. 


But, how can you sell to it? Only by reaching the 
minds of the men who design and make computers 
—radio-electronic engineers, of course. These men 
do not spend time interviewing salesmen, but they 
do read, study and work with the history making 
issues of “Proceedings of the I* Re E.” 


Proceedings of the 1+ R+E has carried advertising since 1913. It has helped 
little companies grow to greatness, and is the marketing medium of the 
giants. Ask us for full facts, and its ABC statement! The Computer issue 
closes Sept. 8th. 


“Proceedings of the Ir R-+E” 
Published by the 


RADIO ENGINEERS 


e New York 36,N.Y. e 


INSTITUTE OF 


Advertising Dept. 1475 Broadway BRyant 9-7550 





Communications 8 Television * Electronics 
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GRADE A 





GRADE A 


GRADE A 











O ® @ @® When a dairy relies on 


man-muscles to stack case after 72-lb. case of milk in tiers of 5, 
it’s handling things the hard, costly way. So a Western processor 
put in a fully-automatic handling system, from filler to delivery 
truck, involving $75,000 worth of hydraulic stackers, conveyors, 
motors, switches, relays, and more. Worth it? And how! Boosts 
plant output per man-hour 10% ; saves $40,000 a year on labor; 
saves thousands of gallons of spilled milk (worth 22¢ a quart, 
unspilled). Yes, engineering makes food hot—one of your hottest 
industrial markets. 


kK HK readers have a picnic with a story like 

this, because this case-handling system can also save money in 
brewery, cannery, meat plant, candy plant—almost any food plant. 
That’s one of FooD ENGINEERING’S jobs: to help each kind of food 
plant use the experience of the others. 


And, because it does that job best, FE has tripled its all-paid 
circulation in 12 years. Because of this editorial performance, 
the men who buy in food plants vote FE tops in every industry- 
wide readership poll. That also explains why FE carries far more 
advertising than any other industry-wide food-plant magazine; 
why that volume is rapidly growing; and why many adver- 
tisers who want inquiries find FE out-pulling all other food-plant 
magazines. 


come Nn’ VeU it — a market for up to $1 billion 
a year in plant and equipment. It can be your steady diet; for the 
food-engineering revolution is in full sway, and food plants are 
feeding the eating-est, fastest-growing population in history. 


Hot book. Hot market. 


A MCGRAW-HILL PUBLICATION 
+30 WEST 42ND STREET, NEW YORK 36,N.Y. 





July pages 
1952 


Industrial group 1953 


Gas Age (bi-w.) "92 
Heating & Ventilating 90 
Heating, Piping & Air Conditioning 172 
House & Home 32 


r . 


‘ream Review 75 
Industrial & Engineering Chemistry 
Finishing (41/2x6'/2) 
Industrial Laboratories 
Industry & Power 
Inland Printer 
Interiors 

ron Age (w.) 

aundry Age 

imberman 

fachine & Too! Blue Bo« 


' 
I 
1 
I 
M 
Machine Design 
M 
! 
\ 
! 

i 

! 

d 


-_ 


Industria! 


k (4'/2x6'/2) 


Machinery 
Manufacturers Record 
Marine Engineering 
Mass Transportation 
Materials & Methods 
schanical En 
n 
etal Finishing 
Progress 
Working 
Milk Dealer 
Mill & Factory 
Mining Engineering 
Mining World 
Modern Machine Shop (4!/2x61/2) 
Modern Metals 
Modern Packaging 
Modern Plastics 
Modern Railroads 
National Bottlers 
National Petroleum News (w.) 
Nationa] Provisioner (w.) 
National Safety News 


Oil & Gas Journal (w.) 


ineering 


etal 


Gazette 


Oil Forum 

Organic Finishing 

Pacific Builder & Engineer 
Packaging Parade (9%/gx12 
Paper Industry 

Paper Mill News (w.) 
Paper Trade Journal (w.) 
Petroleum Engineer 
Petroleum Processing 


) 


Petroleum Refiner 
Pit & Quarry 
Plant 

lant Engineering 
lating 


rac i 
rinting Magazine 


ceedings of the I.R.I 


D 
r 
I 
I 
1 
r 
I 
I 
I 


Product Engineering 
I juction Engineering & 
Management 
Finishing (41/2x6!/2) 
jressive Architecture 
irchasing 
irchasing 
ick Froze 
Plant 
Railway Age (w.)” 
Railway Freight Traffic 
Railway Locomotives & 
Purchases & 
Signaling & 


Railway 

1ilway 
mmunications 

Railway Track & Structures 

Roads & 

Rock Prod 

ithern Lumber J 

, 


Streets 

icts 

urnal 
imberman (semi-m 
wer & Industry 


ithern ) 
Southern P 
Steel (w.) 
Telephone Engineer (semi-mo.) 
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Pages to date 


1953. 1952 Industrial group 1953 


32 666 65; Textile Industries 


62! Textile World 
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ADVERTISERS 


TO THE 


CONSTRUCTION 
INDUSTRY 


The proof of the puddin’ is in the eating — the proof 
of Associated Construction Publications’ unequaled 
value to advertisers in the construction field is in these ~ 
figures, gathered from reports of members for the year 
ending June 30, 1952. 


23,412 contractors; 25,019 public officials; 
1,627 material producers; 2,658 engineers; 
5,898 miscellaneous readers—every one an 
active user, and buyer, of your products! 


Pick 12 A.C.P. publications for com- 
plete coverage... or pick coverage for 
certain territories — whatever A.C.P. 
publications you use, you'll have the 
best buy your ad dollar can get. For 
complete information on A.C.P. and its 
members... write Gordon Anderson, 
Sec’y, 1022 Lumber Exchange Bldg., 
Minneapolis 1, Minn. 


*Figures compiled from publication rec- 
ords for one year ending June 30, 1952. 


ADVERTISING - 


$1,898,842 = 403 


EDITORIAL PERSONNEL 


19,796 


Pages of Reader Appeal! 


2,180 pages of local job stories; 
1,061 pages of news; 4,547 pic- 
tures; 12,008 pages of bid infor- 
mation —- the data construction 
mean live by and depend on! 


17,163 paid pages; average of 
175 nationaily-known advertis- 
ers; 3,724 pages of dealer adver- 
tising — proof of A.C. P. domina- 
tion of the construction market! 


Specialists 
19 editors; 62 field editors and 
photographers; 237 correspond- 


ents — blanket coverage of every 
territory! 


| 
| 
| 
| 
| reporters; 47 news editors; 38 
| 
| 
| 
| 
! 


~ Consirection News Monthly Mid-West Contractor 
eet Re, Ak Katee Cty 14, Me. 


Southwest Builder & Contractor 
Los Angeles 25, Calif. 


ora coal - Texas Contractor 


Dallas, Texas 


ir ames hee 


land Constructi 
I onion 


Western Builder 
Milwaukee 2, Wis. 
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The textile industry 
is a BIG and 
ACTIVE market 








The TEXTILE INDUSTRY in the United Packaging materials valued at $55,000,000 
States operates 6,514 plants with over... Paints valued at $25,000,000 
Electrical Supplies valued at $18,000,000 
595,000 Looms 170,000 Valves 
125,000 Spinning Frames 17,500,000 Pounds of grease 
(31,153,124 Spindles) 6,500,000 Gallons of lubricating oils 
100,000 Cards 1,875,000 Fluorescent light tubes 
5,500 Air Compressors 1,785,000 Bearings and bushings... 
12,500 Pumps PLUs millions of dollars worth of dyestuffs, 
800,000 Motors chemicals, and other supplies as well as 
—a total of over 1,500,000 equipment and parts too numerous to list. 
major machines. 
To give suppliers a more detailed under- 
To maintain this vast number of ma- standing of the scope and importance of 
chines, the plants where they operate and the market, TEXTILE INDUSTRIES has 
the mill-owned villages where half a mil- prepared detailed studies of a number of 
lion workers live, annual purchases by mills mills showing installed machinery and 
include: annual purchases ...a T. I. representative 
Loom parts valued at $20,000,000 will gladly go over this with advertisers 
Starch valued at mer Ne $35,000,000 interested iff the market. 
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Textile Industries sells the textile inaustrry 


American textile plants have brought op- 
erating efficiency, machine speeds and 
production to a high point hitherto un- 
known to an age-old industry. Textile mill 
engineers, testing and research organiza- 
tions, textile and industrial machinery 
manufacturers, equipment and supply 
manufacturers, and textile publications 
have all cooperated in establishing a major 
portion of the world’s textile production in 
the U.S. A. 

TEXTILE INDUSTRIES has been and is an 
important factor in the development of the 
industry. Founded in the heart of the 
Southern textile area 54 years ago, it has 
continued to concentrate on manufactur- 
ing and production problems. Throughout 
the years T. I. has offered readers a prac- 
tical medium for interchanging ideas on 
materials, methods and equipment. 
TEXTILE INDUSTRIES is a general textile 
publication dealing with: 
Spinning—Covering 97% of U.S. spinning 
mills with 99.8% of the spindles. 


Weaving—Covering 91‘7 of the weaving 
mills and 99.6% of the looms. 


Knitting—Covering 82° of the knitting 
mills with 97‘% of the knitting machines - 
and offering more operating information 
than even strictly knitting publications. 


Dyeing, Bleaching and Finishing—Reach- 
ing not only officials and superintendents 
but also dyers, chemists and finishers in 
90% of the plants with 95% of the pro- 
duction and featuring more editorial mate- 
rial on wet processing than any other 
general textile publication. 

TEXTILE INDUSTRIES and only TEXTILE 
INDUSTRIES offers advertisers this com- 
bination of unit coverage plus the buying 
power penetration that is necessary to 
serve this big and active market. 

eee 


TEXTILE INDUSTRIES,806 Peachtree Street, N. E., 


Atlanta, Georgia 
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The Boating Industry 


New rates effective Sept 
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Survey Reveals Amazing Proportion of 
Orders Resulting from Inquiries Produced 


The C-MPD representative in your area wil! gladly give 
you a more detailed report of this survey, and at the 
same time show you how your company, too, can re- 
ceive orders and buying inquiries through the CONOVER- 
MAST PURCHASING DIRECTORY. 


WRITE TODAY 


Conover-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11], ILL. 


The research department of 
CONOVER-MAST PURCHASING 
DIRECTORY recently conducted a 
nation-wide survey to determine the 
proportion of inquiries produced 

by C-MPD which resulted in actual 
orders. Questionnaires were sent to 
1,450 names selected from the 
C-MPD latest inquiry file. 


Here are the Results 


The 817 users who responded to the 
questionnaire reported that of the 
4,541 inquiries which they sent to 
companies listed in CONOVER- MAST 
PURCHASING DiREcTORY, 2,575 or- 
ders were placed. In the case of 
1,783 of these orders, the amount of 
business was specified—and it 
totalled $3,392,187.21. 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


Total Circulation 
. Dec. 1952 
11 705° | Dee. 1952 
REGISTER Dec. 1952 
MANUFACTURING circutation fil ALI omer { | 


CONSULT YOUR ADVERTISING AGENCY 
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Gene HV edereit, director 
of advertising for Tube 
Turns, Inc., and the 
Girdler Corporation, 
Louisville, Kentucky, 
studied artat Milwaukee 
State Teachers Colle pe, 
He joined the kb. F. 
Schmidt Company of 
Vilwaukee, and 

became Vice President 
in charge of Creative 
Service, a position he 
left to take up his 
present work. He isa 
member of ANA and 
DMAA. In 1918 he was 
elected director-at-large of 
the NIAA and re-elected 
in 1950. In 1951 he became 
vice president and was 


elected president in 1952. 


Gene Wedereit 





NBP has found a formula... 


eeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee eee & 


“The fact that National Business Publications has found a 
formula for affinity between ABC and CCA-audited business 
publications is a mighty good sign that advertisers are going to 
get the inevitable benefits of unified thinking, planning and 
action from their most important media of promotion.” 


NBP has indeed “ found a formula!” 
By combining paid circulation and con- 
trolled circulation publications in one 
smooth working group, NBP has made 
publishing—and association—history. 
Since April, 1951, when NBP membership 
was opened to any publications audited by 
ABC or CCA, or both, the number of 


magazines in the NBP group has jumped to 


| | 

LT TT 

TS sneEE iy, 
| 


Gene Wedereit 


147 with a combined circulation of more 
than 3,400,000, making NBP the largest 
organization of its kind in the world. 

Because NBP members are constantly 
working together to create better pub- 
lishing values, advertisers can look for- 
ward to continually increasing benefits in 
this, their most important medium of 


promotion, 





First for the Business Press 


NATIONAL BUSINESS 


WASHINGTON 5,D.C. > 


1001 FIFTEENTH STREET,N. W. + 


The national association of publishers of 14? 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a combined circulation of 3,440,542 
... audited by either the Audit Bureau of Cir- 
culations or Controlled Circulation Audit, 


PUBLICATIONS, INC. 


STerling 3-7535 


Press of America...bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 
in the businesses, industries, sciences and 
pinpointing your audience 
your Write 


NBP publications 


profe BRIONS . « « 
in the market of 
for com ple te list of 


choice. 
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Industrial leaders disagree on foreign 





bidding for government contracts 


Last month, Westinghouse Electric Corporation staged a demonstration of 8,000 industrial 
workers to protest Westinghouse’s loss of government power-construction contracts to 
lower-bidding foreign competitors. The workers were urged by Vice-President (industrial 
products) John K. Hodnette to pressure Congress to outlaw foreign bidding on such jobs. 
Said Mr. Hodnette: 


“Westinghouse pays high taxes to the government, so that our government can send that 
money to foreign governments, so the foreign governments can subsidize their companies 
to take business away from Westinghouse, so that Westinghouse can't pay taxes to our 
government.” 


It its July issue Fortune said that Westinghouse’s demonstration and reasoning were 
“wrong” and short-sighted, and that a freer flow of foreign trade was essential. Do most 
management executives agree? To find out, IM asked a group of them: do you believe 
(1) that Congress should prohibit foreign bidding on government contracts? (2) that govern- 
ment policy ought, in general, to be designed to make it harder or easier for industrial 
goods of foreign manufacture to be imported into the U. S.? The answers appear below: 


I believe that Congress should not 
prohibit foreign bidding on govern- 
ment contracts and should foster 
By J. G. Osmond 


President 


foreign trade with this country. 
Over the years, organized groups 
have built up our tariff wall and 
other countries have retaliated. We 
needed protection for infant indus- 
try more then than now. True, a 
few of our industries would suffer 
with free trade. It may well be that 
a government aid program should 
be devised to help such industries 


® WE'RE THE LEADER of the free 
Unless we foster free trade, 
the free world must look to the 


world. 


improve existing methods or re- 
adjust to making a different prod- 


Kremlin for a market for its goods. 
If we sell more abroad than we 
will buy, we must tax our people uct. 
When we first 
automobiles, there was great fear 


to fill the gap. Industry has more mass-produced 


to fear from high taxes than from 
that we would create mass unem- 


low tariffs. These are reasons why 
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management 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


Actually, mass produc- 
I think there is 
something of this same sort of fear 


ployment. 
tion created jobs. 


in connection with free trade; fear 
that our people will be thrown out 
But in the long run, free 
trade can only stimulate our econ- 
omy. With our vast 
technological knowledge, and mass 
production have 
nothing to fear from foreign compe- 
tition. Our company would welcome 
an end to trade barriers so that we 
might have a fighting chance to sell 
abroad. 


of work. 


resources, 


know-how, we 


By E. G. Jarvis 
President 
yontinental Copper 
& Steel Ind 
Inc. 


New York, N. Y. 


ist 
istries, 


™® I CERTAINLY DO believe that Con- 
gress should prohibit foreign bid- 
ding on government contracts and 
that government policy ought, in 
general, to be designed to make it 
harder for industrial goods of for- 
eign manufacture to be imported 
into the United States. 

It makes an American manufac- 
turer, such as ourselves, who earned 
during the past fiscal year approxi- 
mately $10 million and of which he 
will pay back to the government 
approximately $7,200,000 (72%), 
feel pretty sick in the stomach to 
know that this money which is be- 
ing paid in taxes will be given away 
to foreign countries for financing 





and building plants and supplying 
them with raw materials which can 
be fabricated and manufactured into 
products that will thereafter be sent 
back to this country and put on the 
American market. By so doing, 
American industry and the Ameri- 
can workmen the very sources 
from which this money came . . will 
be hurt. 

At this very moment, foreign 
brass tubing is being brought into 
this country at 10c per pound less 
than it can be bought in the “Val- 
ley.” Unless our government makes 
it harder for industrial goods of 
foreign manufacture to be imported 
into the U. S. by placing higher 
tariffs or other restrictions on such 
importations, the very money which 
we have given our government will 
have been spent on _ developing 
European manufacture, the cost of 
which is much lower than in Amer- 
ica because of lower wages and 
other costs. This country will reach 
a point where American industry 
will either be closed down or with 
a depression on its hands. This 
would do more to weaken the 


American free enterprise system 
and promote Communism than any- 


thing I know. 


By E. E. Clark 
President 
American Screw 


Willimantic, Conn 


® FOREIGN COMPETITION has been a 
very important problem for the 
fastener industry in recent years. 
Consequently I feel that I am mak- 
ing the following observations from 
experience. 

Discussion of foreign trade policy 
places one on the “golden horns of 
a dilemma.” If the U. S. is to fulfill 
its responsibility as a world leader 
for democratic principles, it will be 
necessary to sacrifice certain na- 
tional interests for the benefit of the 
world at large. However, policy 
must be evolved slowly. The im- 
pacts of changes in approach toward 
world problems must be modified by 
careful planning. 

It is questionable that the pro- 
hibition of foreign bidding on gov- 
ernment contracts would be sound, 


Certainly a degree of foreign com- 
petition in our American markets 
is in the best interests of our peo- 
ple. Unlimited competition without 
due regard for differentials in wage 
rates and standards of living is 
equally unsound. 

The threaded fastener industry, 
and in particular the manufacturer 
of wood screws, in the U. S. is being 
adversely affected by what amounts 
to practically unlimited importation 
of foreign made wood screws. For 
this industry there has been a re- 
duction in the tariff rate on im- 
ported products. Exportation of 
wood screws and other threaded 
fasteners has been encouraged by 
the governments of foreign coun- 
tries. At times these importations 
represent an unhealthy percentage 
of the total U. S. market for wood 
screws. 

The foreign screws are being of- 
fered at prices substantially below 
the cost of domestic manufacturers, 
primarily as a result of the differen- 
tial in wage rates in this industry 
at home and abroad. From a study 
of the subject, it is apparent that 
the mere increase in the tariff rate 
is not the answer to the problem. 
When a higher tariff rate is applied 
to the value of the product exported 
from a foreign country, there is still 
too substantial a differential be- 
tween the price at which the prod- 
uct is delivered to the U. S. and the 
cost for the same product as manu- 
factured by producers in the U. S 

In years past the American Screw 
Co., and other domestic manufac- 
turers of wood screws supplied 
large quantities of these products in 
world markets. Du;,ing World War 
II the U. S. industry was the princi- 
ple source of supply of wood screws 
for allied nations. In the immedi- 
ate postwar period exports of wood 
screws from the U. S. to Central and 
South American countries were an 
important segment of the demand 
for the industry products. However, 
by 1950 producers of wood screws 
in European nations rebuilt their 
industry to the point where compe- 
tition in foreign markets tended to 
exclude U. S. suppliers because of 
differential in cost 

If we recognize the importance of 
maintaining and supporting facili- 
ties for the production of fasteners 
and other products in the U. S. to 


care for emergencies such as existed 
in the period of World War I, it 
would appear that the solution to 
this dilemma of foreign trade and 
foreign competition is the establish- 
ment of a quota system under which 
the importation of foreign made 
products would be governed in part 
by the volume of demand existing 
at given periods of time. 

It is all too easy to generalize on 
the subject of the need for interna- 
tional trade and the free importa- 
tion of foreign made products to 
help other nations purchase Ameri- 
can made goods. The ideal of free 
trade is fine, but each individual 
situation must be analyzed and a 
solution found which may be help- 
ful in part to the world at large and 
yet without irreparable damage to 
a U. S. industry or group of manu- 
facturers of an essential product 


By Alan J. Bronold 


if 


® IN THE SALE of electric motors to 
foreign countries, experience re- 
veals a very serious price differen- 
tial between domestic and foreign 
produced units. 

Foreign wage, material and other 
costs make it impractical to sell un- 
mounted motors in most foreign 
markets. This raises an important 
question relative to foreign electric 
motors being sold in the U. S. To 
be questioned is whether our Con- 
gress is realistic in connection with 
permitting foreign bidding on U. S. 
government contracts without some 
equalization formula that accounts 
for the competitive elements which 
cause foreign and domestic prices to 
be so far out of line on individual 
bids 

If Congress makes provision for 
import tariffs sufficient to equalize 
the added costs required of domestic 
manufacturers to sustain our econ- 
omy, I see no reason why foreign 
bidding on U. S. government con- 
tracts should be discouraged 

If countries desire to do business 


in the U. S. on such items as motors 


and electrical equipment, each such 
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CHARLES S. DOWNS 


“Industrial Marketing gets top priority 
readership with me and my associates 
here. This position is the result of the 
magazine's leadership in the number of 
practical ideas it sparks.” 


Says Charles S. Downs, 
Vice President in charge of 
Public Relations and Advertising 
Abbott Laboratories 


Mr. Downs started with the Swan-Myers Co. in 
1928 as a pharmaceutical copywriter. He went 
along when that firm merged with Abbott Lab- 
oratories in 1930, and in 1935 became Advertis- 
ing Manager of Abbott. In 1944 he was named 
to the Board of Directors, and in 1946 succeeded 


to his present position. 
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‘... in the fields of sales promotion, dis- 
tribution, merchandising and other close- 
ly related activities, Industrial Marketing 
scores high as a monthly aid to the busy 
industrial advertising man . . . it contains 
under one cover pertinent information 
and news from a wide variety of fields in 
which I and my people are vitally inter- 
ested.” 


Says G. Reed Schreiner, 
Director of Advertising 
United States Steel 
Corporation 


G. REED SCHREINER 


Since 1918 Mr. Schreiner has worked constantly 
at the business of advertising steel, advancing 
successively from copywriting for Carnegie Steel 
Co. through Carnegie-Illinois Steel Corp. until 
in 1948 he became director of advertising for 
U. S. Steel Corp. of Delaware. In 1951 he was 
named director of advertising for U. S. Steel 
Co., now U. S. Steel Corp. He is a member of 
the ANA, NIAA, Pittsburgh Advertising Club, 
Industrial Advertising Council of Pittsburgh, 
and the Duquesne Club. 





BURTON F. DAVIS 


“In my opinion, Industrial Marketing is 
one of the finest guides to practical, use- 
ful knowledge in the entire field of in- 
dustvial sales promotion. Its presenta- 
tion of case histories, as well as new 
techniques in industrial promotion, can't 
he licked. It's very carefully read in our 
company by everybody concerned with 
industrial marketing problems.” 


Says Burton F. Davis, 
Vice President, 

Emery Advertising 
Corporation 


“Burt” Davis entered the industrial agency field 
immediately after graduating from the Univer- 
sity of Maryland. From there, he spent a brief 
period as an industrial advertising manager. But 
the agency field beckoned again, and he re- 
turned to join Emery where he was soon ele- 
vated to his present position. Mr. Davis is also 
President of the Maryland Industrial Marketers 
and a Director of the NIAA. 





“It is possible to operate in the field of 
marketing and industrial advertising 
without reading Industrial Marketing, 
just as it is possible to walk the streets 
with 20-400 vision. But, with Industrial 
Marketing in one instance and glasses in 
the other I find I stumble much less fre- 
quenily.” 


Says A. W. Cowles, 
Advertising Manager 


The Carborundum Company 


.. W. COWLES 


In 1940, while the ink on his diploma from 
Wooster College was still damp, Mr. Cowles 
entered the army. In 1945 he joined General 
Electric Co., Apparatus Dept., as advertising ac- 
count supervisor. In 1950 he tock over in his 
present position. Mr, Cowles is a member of 
the ANA and has served as Director of NIAA; 
Vice Pres. and Program Committee Chairman 
NIAA Niagara Frontier Chapter; Project Coun- 
cil Member, Industrial Advertising Research In- 


stitute. 


(ABP) BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. © Chicago 11 
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IN THE PETROLEUM PROCESSING INDUSTRIES 


Solos are grand in a concert, but to have the petroleum processing 
industries singing the praises of your product, you need 
an arrangement for quartet! 


There’s one arrangement for your advertising which 
reaches all four important areas of this great industrial group. 
It’s called Petroleum Processing; it goes directly, effectively, forcefully to all four groups: 


1. Petroleum refining. 

2. Petrochemical manufacturing. 

3. Natural gasoline recovery. 

4. Lube oil blending and compounding. 


Investment in petrochemical plants grew from $2 billion 
in 1951 to $214 in 1952, anticipates $3 billion 
in 1953! And there’s similar growth in all groups. . . 
reflected in the reporting, guiding and pacing 
of this growth in Petroleum Processing. ——reoLEvs 
Ask for your free copy of ‘‘What are the petroleum es 
processing industries?” Tie-in your advertising 
in Petroleum Processing to take your message to 
the entire quartet of the petroleum 


processing industries. 





LAISUIROWSUK LLOCBSSUNIG 


Publication office: 
A McGraw-Hill Publication | 1213 West Third Street 
Cleveland 13, Ohio 
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NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 
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Ad reserve fund faces NIAA test 


Lasser prepares brief offering 
detailed tax law for approval 
by executive committee 


®@ NEW yorK .. The first real test 
is now under way for the proposed 
law to allow corporations to set 
aside reserves for advertising and 
research. 

Tax specialist J. K. Lasser has 
prepared a brief offering full de- 
tails of the proposed law. Action 
on it by the National Industrial Ad- 
vertisers Association is imminent. 

Mr. Lasser will submit the brief 
to the NIAA executive committee at 
a meeting in Buffalo Aug. 10. Cur- 
rent plans are for the appointment 
at the meeting of an NIAA commit- 
tee to work with an outside com- 
mittee of tax specialists and econ- 
omists to be formed by Mr. Lasser 
for support of the proposed law. 


NIAA Executive Secretary Blaine 
G. Wiley said that the pian of ac- 
tion was decided at a meeting with 
Mr. Lasser and members of the as- 
sociation. A final draft of the brief, 
Mr. Wiley said, will be distributed 
to all members of NIAA and to top 
management executives to gage 
their reaction to the proposal. 


Several hundred letters have 
poured into NIAA headquarters and 
to Mr. Lasser in support of the pro- 
posal, which Mr. Lasser spelled out 
at the annual NIAA conference in 
Pittsburgh (IM, July). 

The proposal, which Mr. Lasser 
said “will not cost the U. S. a dime 


in taxes,” aims at leveling the hills 
and valleys of the business cycle by 
encouraging business to increase its 
advertising and research expendi- 
tures when sales curves start going 
down. 


New England marketers give 
first annual budget award 


® HARTFORD, CONN. . . Miss Lillian 
Kemeny, New Haven, has been 
named first winner of the U-Conn 
Industrial Advertising Award spon- 
sored by the Industrial Advertising 
and Marketing Council, Western 
New England chapter of NIAA. 
The award goes to the marketing 
student who writes the best paper 
outlining the expenditures of a one- 


News 


National headquarters * 1776 Broadway, New York 19, N. Y. 
William Sproull, president 
Blaine G. Wiley, executive secretary 


, year’s $100,000 industrial advertis- 


ing budget. 

Restricted to senior marketing 
students at the University of Con- 
necticut, the U-Conn awards are 
designed to “stimulate interest 
among college men and women in 
industrial advertising as a career by 
providing opportunity for the ap- 
plication of advertising theory and 
principles to practical industrial ad- 
vertising problems.” 

Miss Fay Person, Bridgeport, was 
runner up and received a certificate 
of merit, while L. Ackerman, dean 
of the university’s school of busi- 
ness administration, received an en- 
graved plaque to bear the name of 
the annual winner. The plaque will 
hang in the Business Administration 
Building. 

Judges were Edith Wootton, 
Wiremold Co., G. M. Fletcher, The 
Stanley Works, and Roger T. Ly- 
man, Torrington Manufacturing Co. 


gi 


Research Institute Board . . Pictured are members of the NIAA industrial Advertising 
Research Board of Trustees, Left to right (standing): Crelley, Beard, Maddox, Spurr, Sproull 


and Laurence J. Tidrick, Research Institute managing director. 


Montague, Apsey, Wedereit and Hays. 


Left to right (seated): 
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New York admen elect 

Giovine secretary-treasurer 
Richard Giovine, 
advertising manager, Industrial 
Chemicals Dept., Commercial Sol- 
vents Corp., has been elected secre- 


@ NEW YORK 


tary-treasurer of the Industrial Ad- 
vertising Association of New York 

An account of the IAA election 
in the June issue of INDUSTRIAL 
MARKETING mistakenly listed J. Paul 
Carroll, American Brake Shoe Co., 
as secretary-treasurer. Mr. Carroll 
is a new director of IAA. 


Local NIAA chapters elect 
new officers for 1953-54; 
Wiggers, Wise, Davis in 


® cHicaco .. New president of Chi- 
cago Industrial Advertisers Associa- 
tion is Raymond P. Wiggers, vice- 
president, Glenn - Jordan - Stoetzel, 
Chicago agency, who until a few 
weeks ago was advertising manager, 
Frank G. Hough Co., Libertyville. 

Mr. Wiggers had been with the 

Hough company since 1948, going 
there from Tow- 
motor Corp., 
where he had 
been. assistant 
advertising and 
sales promotion 
manager since 
1945. He was re- 
Wiggers cently acclaimed 
as a_ two-time 
winner of the $1,000 national Put- 
man award for best use of industrial 
advertising. 

Other officers elected include 
Richard C. Christian, Marsteller, 
Gebhardt & Reed, first vice-presi- 
dent; Quinten Kenny, Lindberg En- 
gineering Co., second vice-presi- 
dent; Louis W. Romigh, McGraw- 
Hill Publishing Co., third vice-pres- 
ident, and Walter R. Ceperly, Jr., 
Fuller and Smith and Ross, secre- 
tary-treasurer. 


Maryland 


® BALTIMORE . . George V. Wise, ad- 
vertising manager, H. B. Davis Co., 
is the new president of Maryland 


Marketers 
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He joined H. B. Davis in 1946 as 
sales promotion manager, becoming 
ad manager in 1950. Previous to 
that time, Mr. 
Wise was a com- 
mercial artist. 

Other officers 
named include J. 
Walter Koper, 
assistant adver- 
tising manager, 
Mathieson 
Chemical Corp.; 


man- 


Wise 
Paul Schratter, 
ager, Locke Dept., General Electric 
Co., and Calvert 


manager, Universal 


advertising 


Chapline, sales 

Lithographing 
Co., vice-presidents; Marcus  E. 
Smith, H. W. Buddemeier Adver- 
tising Co., Lloyd 
Denton, Baltimore Convention Bu- 


secretary, and 
reau, treasurer. 


Columbus 

® COLUMBUS, 0. Robert Hitch- 
cock, advertising manager, Colum- 
bus Division, Surface Combustion 
Co., has been elected president of 
the Industrial Advertisers Associa- 
tion of Columbus. 

Mr. Hitchcock, who started his 
advertising career with Batten, Bar- 

ton, Durstine 
and Osborn in 
Chicago in 1937, 
became affiliated 
with Surface 
Combustion 
Corp. in 1946. 
Before that time 
he was. associ- 
ated with Buch- 
en & Co., Technical Publishing Co., 
and American Builder magazine, all 
of Chicago. 

Other officers of the Columbus 
chapter are Harry G. Mumm, ad- 
vertising representative Iron Age, 
first vice-president; Robert F. Kel- 
ley, president, Columbus Bank Note 


Hitchcock 


Co., second vice-president, and A. 
D. Mahoney, sales promotion man- 
ager, Jeffrey Mfg. Co., 


treasurer. 


secretary- 


Eastern 
® PHILADELPHIA . . Re-elected presi- 
dent of the Eastern Industrial Ad- 
vertisers is Richard C. Sickler, as- 
sistant division manager, advertising 
department, E. I. du Pont de 
Nemours & Co., Wilmington, Del. 
Before joining Du Pont in 1943, 


associated with 
Hudson Coal 
Co., Scranton, as 
advertising and 
merchandising 
manager. 

i Serving with 
‘ Mr. Sickler for 
‘ ~ the 1953-54 term 
Sickles will be Edward 
M. Reynolds, 

Fox & Mackenzie, vice-president. 


Sickler was 


Borden named eastern editor 
of IM; Manning joins NIAA 

® NEW yorK . . Frederick Borden, 
former assistant to the executive 
secretary of the National Industrial 
Advertisers Association, has been 
appointed eastern editor of INDUS- 
TRIAL MARKETING in New York. 

He replaces Charles Downes, who 
has held the post for the past four 
years and who 
will return full 
time to the New 
York editorial 
staff of Adver- 
tising Age as as- 
sociate editor. 

Mr. Borden, 
who hasalengthy 
background in 
both industrial and consumer ad- 
vertising, launched his career in the 
advertising production department 
of Macy’s in New York in 1929. He 
formed his own agency, Borden- 
Ross Associates, New York, in 1937. 
The agency continued until 1949, 
except for an interruption by the 
war from 1941-46 when Mr. Borden 
served as a public relations officer 
with the Eighth Army in Japan. He 
was a copywriter with Forrest U. 
Webster, sales consultant and past 
president of NIAA, for two years 
before joining NIAA in 1952. 

Filling the vacated post as as- 
sistant to Blaine G. Wiley, executive 
secretary of NIAA, will be John 


Manning, former associate editor of 


Borden 


Advertising Age. 

In addition to his service at AA, 
Mr. Manning has been on the edi- 
torial staff of the New York Journal 
of Commerce, and publisher and 
editor of the Bergen County (N.J.) 
Telegram. From 1950 to 1951 he 
was director of Public Relations and 
Publicity for the Evening and Ex- 
tension Division of the City College 
of New York. 





Waars your particular advertising problem .. . 
how to handle inquiries—how to get case stories—how to 
present budgets? At a typical NIAA chapter round table, 
subjects like these get a thorough going-over. 

Who are these men? Your business partners in industrial 
advertising: advertisers, agency men, representatives of media 
and the graphic arts. Everybody, in fact, with a personal stake 
in industrial advertising. Thus the broad experience of the 
group makes NIAA a gold mine of ideas for each individual. 

Don’t be a lone wolf when you can draw on the help, 
experience, and friendship of this business-like team. Send 
that coupon today, and get the full story on how NIAA 
membership can brighten your future. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


ADVERTINERS 
ait 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get: the whole atory ! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations 
Name 
Title 
Company 
Nature of business 
Address 
City 
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Ease . . Harvey Scribner, president, Rus 


7 . 


sel] T. Gray, Inc., and Clark Boughton 


TIA AB 
ver at NIAA session 


om 


Jackpot . . Joe Serkowich (left) LeTour 
neau-Westinghouse C accepts Toppers 
award, one of three awards he won, from 
Harris McKinney and NIAA Past President 


vene Wedereit 


NIAA 
conference 
picture 
postscripts 


NIAA publishes new, expanded 
1953 membership roster 


® NEW yorK .. Want to know if Joe 
Doaks belongs to NIAA? Interested 
in his business affiliation, his com- 
pany address, the chapter he be- 
And how about the Fea- 
_ is it a member? 


longs to? 
therling Corp 

Answers to such questions and 
many more are quickly available in 
the National Industrial Advertisers 
Association's new 1953 membership 
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Best Group Project . . Member: 
prize in the McGraw-Hill tit 


} 


McGraw-Hill 


resident 


roster, now being distributed to 
members. The roster is the first 
since 1950. 

In addition to a complete list of 
past presidents, the 96-page roster 
includes pictures of officers, execu- 
tive committee members and com- 
mittee chairmen. International com- 
mittees and directors are listed. 

Most valuable feature of the ros- 
ter is the new alphabetical listing of 
NIAA’s 4,100 members. After each 


alphabetical listing appears the 


of Detroit received first 

m Nelson Bond, vice 
Chemicals Corp.; Myron M 
Graw-Hill; Forrest U. Webster, 
rorman J. Diehl, Wyandotte 
Jewell, Campbell-Ewald; 

Dept., GE; NIAA 


Tranter Mfg. 


It Sells ... H 


} 


company affiliation and address, and 
number indicating the 


Another section 


a_ keyed 
member’s chapter. 
lists members by chapter. 

The book opens with “Highlights 
of NIAA History” by G. D. Crain, 
Jr., NIAA historian and publisher of 
INDUSTRIAL MARKETING. Mr. Crain 
summarizes the development of in- 
dustrial advertising and marketing. 

(Price to non-members, $50 per 
copy. Order from NIAA headquar- 
ters, 1776 Broadway, New York 19.) 





mm 2D2a~ 


scale model of exhibit for 1953 heating and ventilating exposition 


win FIRST PRIZE 
NIAA EXHIBITS AWARD 


Planned to dominate, planned 
to sell, this exhibit held visitors 
up to 4 hours . . . paid off in 
actual sales results, with an ex- 
tra dividend —first prize in the 
first NIAA Exhibits Awards com- 
petition. Designed and built by 
General Exhibits and Displays. 


if pays 
fo consult a specialist 


SD 
Q(peneral exhibits and displays ine. 


= 2100 N. RACINE AVE. CHICAGO 14, ILL. PHONE EASTGATE 727-0100 


August 1953 /127 





"Pa 
_ Ind istry 


———— 
=SSS=—, 





When you schedule The PAPER INDUSTRY monthly 
magazine you reach BY FAR the largest number of 
readers in top classifications: the buying orbit! — company 
ficials, superintendents, mill managers, chemists and re- 


search directors and key operating personnel! 


Every Paper and Pulp Mill in the United States and Can- 
ada receives this yearbook — addressed to more than 3000 
Key Executives — referred to thousands of times per year, 
collectively, by men who buy, specify and influence 


the purchase of equipment and supplies! 


[953-58 


f 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
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NIAA Research Institute adds 
three to board of trustees 

@ CLEVELAND . . Three members 
have been added to the board of 
trustees of the NIAA Industrial Ad- 
vertising Research Institute, bring- 
ing total board membership to ten. 

The complete membership now 
includes William D. Crelley, F. W. 
Dodge Corp., Sweet’s Catalog Serv- 
ice Div., New York; David F. Beard, 
Reynolds Metals Co., Louisville, 
Ky.; John C. Maddox, Fuller & 
Smith & Ross, Cleveland; John C. 
Spurr, McGraw-Hill Publishing Co., 
New York; William C. Sproull, 
Burroughs Corp., Detroit. 

W. B. Montague, Jeffrey Mfg. Co., 
Columbus, O.; John F. Apsey, Jr., 
Black & Decker Mfg. Co., Towson, 
Md.; Gene Wedereit, Girdler Co. & 
Tube Turns, Louisville; George O. 
Hays, Penton Publishing Co., Cleve- 
land, and Bennett S. Chapple, Jr., 
U.S. Steel Corp., Pittsburgh. 

Officers of the board for the en- 
suing year are Gene Wedereit, 
chairman; John F. Apsey, Jr., vice- 
chairman, and W. B. Montague, sec- 
retary. 





Top Management Forum 


country should have its own import 
regulations and_ tariffs checked 
carefully and eligibility established 
in the specific field of such inter- 
national trade. 

Free world trade should -be en- 
couraged, not discouraged. How- 
ever, precautions are necessary to 
prevent foreign manufacturers from 
pirating, markets this country has 
primarily developed. 


By C. H. Percy 
President 
Bell & H 


thicag 


® 1 FEEL that Congress should not 
prohibit foreign bidding on govern- 
ment contracts unless the prohibi- 
tion would apply only to those 
products or areas where the strate- 
gic considerations clearly outweigh 
the economic. In the majority of 
cases, the contracting officers con- 
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801/Circle on Readers’ Service Card 
How to get most out of 
industrial exhibit dollar 

“Getting More for Your Exhibit Dollar” 
is the title of a brochure which deals with 
more effective methods for conducting ex- 
hibits at industrial shows. Among the 
topics covered are planning, manning of 
booths, exhibit backgrounds, entertain- 
ment, furniture, telephones, action in the 
display, demonstrations, lighting, literature, 
publicity, invitations, advertising and re- 
lated subjects. Booklet is offered by 
Clapp & Poliak, New York. 


802/Circle on Readers’ Service Card 


NIAA outline describes 
engineered construction market 
Total estimated new construction ac- 
tivity during 1953 will approximate $33.5 
billion, according to a new “Outline Re- 
port’ published by Civil Engineering, 
American Society of Civil Engineers, New 
York. The outline includes a U. S. Dept. 
of Commerce breakdown of engineered 
construction, data on amounts of construc- 
tion materials shipped in one year, and 
information on purchases of equipment 
for road construction and maintenance. 
The outline follows the NIAA recom- 
mended outline. 


803/Circle on Readers’ Service Card 
AAAN booklet helps 


admen prepare budgets 

Important points that the advertising 
budget should cover, basic factors in- 
fluencing budget determination and co- 
ordination with sales are covered in 
“Budget Determination,” a booklet based 
on research and conferences by the 40 
member agencies of Affiliated Advertising 
Agencies Network, Spokane, Wash. 


804/Circle on Readers’ Service Card 


Here’s how you can 
merchandise your advertising 


A descriptive folder telling how you 
can merchandise your advertising is avail- 
able from McGraw-Hill Publishing Co., 
New York. The folder gives details on a 
complete package designed to make it 
convenient to circulate reprints and sched- 
ule data, to help keep sales and distribu- 
tion people sold on advertising objectives, 
and to keep them sold on how advertising 
increases the salesman’s productivity 








805/Circle on Readers’ Service Card 


Plant operation, maintenance 
is $5 billion market 

“The Way to Reach 75,000 Plant Oper- 
ating Readers” is the title of a brochure 
by Industrial Maintenance, Maintenance 
Publishing Co., Philadelphia. The bro- 
chure, prepared in accordance with the 
NIAA recommended outline, contains a 
definition of the $5 billion plant operation 
and maintenance market as well as a 
breakdown of Industrial 
readers by title, function, industry and 
geography. 


Maintenance 


806/Circle on Readers’ Service Card 
Big overseas market exists 
for medical supplies, equipment 
The total value of U. S. exports of 
drug, hospital and health products, equip- 
ment and supplies in 1952 was $449,903.- 
195 . . the second highest export year in 
history . . according to a new booklet 
being offered by McGraw-Hill Publishing 
Co., New York. The 32-page booklet . . 
“Overseas Markets for U. S. Drug, Hos- 
pital and Health Products, Equipment 







f % Send for these helpful selling tools 
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and Supplies” . . is available on request. 


807/Circle on Readers’ Service Card 
Book tells how to sell 
to metalworking market 


Factual, specific information on the 
metalworking market forms the bulk of a 
48-page book, “How to Sell to Metalwork- 
ing,” by American Machinist, New York. 
Included are the 15 manufacturing divi 
sions of the metalworking industry and 
their major buying groups, metalworking 
by geographical location, concentration of 
buying power, and an analysis of this 
$26 billion market. 


808/Circle on Readers’ Service Card 
Public power expenditures 
to hit new high in 1953 

The latest data on the publicly and 
cooperatively owned electric utilities and 
the market served by it is the subject of a 
pamphlet, ‘The Facts About Public Pow- 
er,” by Public Power magazine, Washing- 
ton, D.C. Although all records for installa- 
tion of new generating, transmission and 
distribuiton facilities were broken in 1952, 
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First Class Permit No. 95, Sec. 94.9 P. L. & B. Chicago, Ill. 
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! INDUSTRIAL MARKETING 

| 200 East Illinois St., Chicago 11, Il. 
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it is expected that the 1953 will see even 
greater expenditures for new equipment 
and supplies, according to the pamphlet. 


809/Circle on Readers’ Service Card 
Booklet describes materials 
bought by pipeline companies 

The market for pipe line equipment and 
services, which extends into all segments 
of the petroleum industry, is described 
in “Pipe Lining is Everybody's Business,” 
offered by Oil and Gas Journal, Tulsa, 
Okla. Materials pipe line companies and 
contractors buy and examples of pipe 
lining done by segments of the petroleum 
industry apart from regular pipeline com- 
many operations are included. 


810/Circle on Readers’ Service Card 
The railroad industry is 
a $3 billion market 

Peculiarities, scope and outstanding 
sales opportunities in the railroad market 
are considered in “Fact and Figures Per- 
taining to the Railroad Market,” offered 
by Railway Purchases and Stores, Chi- 
cago. The 42-page booklet includes a 


. 





i 


breakdown of dollar amounts of purchases 
of materials and supplies. 


811/Circle on Readers’ Service Card 
Independent survey tests 
oil advertising readership 

What about oil field equipment and 
service advertising? How effective is it? 
What are reader reactions to such ad- 
vertising? The answers to these and 
other questions may be found in a “Sur- 
vey Showing Extent of Oil Trade Pub- 
lication Readership Among Buyers of Oil 
Field Equipment,” by Oil and Gas Journal, 
Tulsa, Okla. In this 24-page booklet, oil 
field equipment buyers tell their reactions 
to advertisements in oil trade publications. 


812/Circle on Readers Service Card 
Textile buying power chart is 
feature of market booklet 

The textile manufacturing industry is 
generally recognized as first in major in- 
dividual machines, first in electric motors, 
second in number of plants employing 
more than 100 workers, and one of the 
leaders in “value added by manufacturer.” 
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Market data on this industry is available 
in “Market and Media Data,” Textile In- 
dustries, Atlanta, Ga. The presentation fol- 
lows the NIAA recommended outline. 


813/Circle on Readers’ Service Card 


Pulp and paper is 
a $5 billion market 

The $5 billion pulp and paper manu- 
facturing industry includes 768 paper and 
262 pulp mills with some 250,000 em- 
ployes in 39 states. “Market and Media 
Facts," Paper Mill News, New York, con- 
tains data on annual operating costs, 
wages, amount spent for supplies and 
materials, and buying power factors in 
this huge industry. The presentation fol- 
lows the NIAA recommended outline. 


814/Circle on Readers’ Service Card 


Metalworking market offers 
field for air conditioning 

A research study showing where air 
conditioning is being used in the metal- 
working industry and what individuals 
are responsible for making the decision 
to install air conditioning units is available 
through Steel, Penton Publishing Co., 
Cleveland. Titled “The Market for Air 
Conditioning in the Metalworking Indus- 
try,” the study is based on returns from 
a questionnaire mailed to the general 
managers of 1,500 metalworking and 
metal-producing plants. 


815/Circle on Readers Service Card 


Booklet teils how to improve 
Latin American advertising 

“Copy Aids for Latin American Adver- 
tising,”” Petroleo Interamericano, Tulsa, 
Okla., is a how-to-do-it booklet that tells 
what to put in and what to leave out of 
advertising to Spanish speaking oil men. 
Examples of effective Latin American ads 
are included. 


816/Circle on Readers’ Service Card 


Middle Atlantic construction 
offers a $7 billion market 

The $7 billion construction market of 
the Middle Atlantic states is described by 
tables, graphs and photographs in the 
"1953 Market Analysis” section of the 
January 26 issue of Constructioneer, South 
Orange, N. J. The section includes a re- 
view of all phases of a $3.6 billion public 
works market, with such highlights as toll 
turnpikes, New York Thruway, Garden 
State Parkway, Penn-Lincoln Parkway, 
bridges, sewerage and streets. 
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cerned should have the right to de- 
cide where to place the business. 
While freer trade in both consum- 
er and industrial goods will pose 
some serious short term problems 
for many domestic manufacturers, 
in the long run it will, I feel, also 
produce some major benefits in the 
form of higher real 
American 
peaceful secure world. 


wages for 
workers and a more 


® THE COMPANY has noted the trend 
toward closer examination of U. S. 
governmental foreign aid and as- 
sistance programs, which for several 
years have provided dollars to cer- 
Caterpillar 
welcomes this trend, believing that 


tain friendly countries. 


the permanent solution of many of 
the world’s economic problems lies 
more in the direction of increasing 
trade between nations than in ad- 
ditional dollar grants. 

In order to sustain and increase 
trade between nations, it is neces- 
sary that the U. S. and other coun- 
tries adopt policies directed toward 
relaxation of currency controls, im- 
port restrictions, quotas and other 
devices which impede the free 
movement of goods from one coun- 
try to another. If foreign nations 
are to continue to buy large quan- 
tities of essential machinery and ag- 
ricultural products from the U. S., 
then the means must be found for 
them to earn dollars to pay for 
them. Dollar grants and easy loans 
almost certainly cannot go on in- 
definitely. 

By increasing its purchases from 
abroad, the U. S. can provide those 
dollars without depleting its own 
resources. The American attitude 
toward lower tariff barriers, sim- 
plification of customs procedures, 
and elimination of 
controls is extremely 


unwarranted 

important. 
Caterpillar seeks no tariff protection 
from foreign competitors and re- 
gards traditional U. S. policy of pro- 
tectionism as no longer in harmony 
with present-day conditions. 
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Awards Made for 
Outstanding Merit and 
Distinction in Production of Decalcomania Lithography 


For the second straight year the decal industry has been invited 
to compete in the Lithographers National Association Awards 
.. and for the second straight year we proudly acknowledge 
the winning of FIRST PLACE by the Meyercord Co. This 
award honors those responsible for the design, creation and 
production of outstanding examples of decal lithography. 
Meyercord will continue to create even better ideas and tech- 
niques to serve industry with decal transfers for every needed 
application .. . for every commercial surface and finish. 

It is important to know that The Meyercord Co. has been 
honored by judges recruited from top levels of the graphic 
arts. When you bring your decal transfer problem to Meyer- 
cord you are sure you will receive the counsel of carefully 
trained and experienced people . . . backed by the finest and 
most complete laboratory and production facilities available. 


Your inquiry is invited... 


ADVERTISE 
IDENTI'Y, DECORATE 
WITH 
MEYERCORD DECALS 


LiL MEYERCORD co. 


gives advertisers 
BEST COVERAGE 


1400 UNION TRUST BLDG. 
PITTSBURGH 19, PA. 
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Is industrial promotion going 


sissy? Art, mobiles used 


® HOW couLD a hanging mobile 
sculpture, casting lazy shadows over 
a circular office entrance, help to 
sell aluminum or magnesium cast- 
ings? 

What possible aid to sales of cast- 
ings for automobiles or kitchen- 
ware could there be in an exhibit 
of 50 paintings and sculptures? 

Otto Spaeth believes he has a 
clue. He has just kicked up a ripple 
of interest among his customers and 
a wave of it in his plant community 
over the use of such devices in the 
opening of a new plant in Cedar- 
burg, Wis. 

Mr. Spaeth, who is chairman of 
the board, Meta-Mold Aluminum 
Co. and Metal-Mold Magnesium 
Corp., Cedarburg, gathered some of 
the outstanding contemporary art 
in the nation, including paintings of 
such noted collectors as Henry Ford 


growing market. 


II, Nelson A. Rockefeller, and John 
Hay Whitney. The paintings were 
loaned. Mr. Spaeth, who is no mean 
collector himself, contributed some 
of his own paintings . . and put the 
whole works on display as an art 
exhibit commemorating the opening 
of his plant, to which he invited his 
customers, suppliers and all citizens 
of the plant community. 

The result was an impressive at- 
tendance; more persons . . including 
industrial buyers . . than you might 
suspect appeared interested in the 
fine arts. Virtually the entire com- 
munity turned out in five days. 
Customers and business executives 
from throughout Wisconsin were in- 
vited for a single day’s preview. The 
attendance: 6,000 persons . . more 
than twice the town population. 

Admittedly, Mr. Spaeth is a com- 
fortably fixed patron of the arts, 


with an “ulterior motive” of stimu- 
lating public interest in them. Mr. 
Spaeth also is a business man. Did 
the exhibition sell castings? 

“An event which captures the 
public’s attention by its imagina- 
tiveness and initiative,” said Mr. 
Spaeth, “is bound to encourage 
your customers in the belief that 
the same imagination and initiative 
must go into the making of your 
product.” 

What the exhibition is doing to 
sales is hard to measure, but the 
publicity created in newspapers 
throughout the state was bound to 
reach customers and heighten their 
awareness of Meta-Mold. 

A further touch of showmanship 
was the mobile that Mr. Spaeth 
commissioned Alexander Calder, 
originator of the mobile, to create 
for the entrance of the building. To 
intensify interest, Chairman Spaeth 
borrowed a colored, short movie on 
Calder for a week’s showing in 
nearby Milwaukee movie houses 
and in Cedarburg’s first-run theater 
during the exhibition. 

As a sparkplug for community 


Fire, Water and Snow 


If you sell tractors, fire apparatus, hydrants, pipe... or anything else that 
municipalities need, THE AMERICAN CITY is your logical medium. 

Cities and towns are a tax-supported, depression-resistant, year-round, fast- 
Ninety-six million people live in cities and towns in the 
United States. Their needs cover a huge range - water, sewage disposal, 
streets, public safety, parks, airports, sanitation, transportation. 


THE AMERICAN CITY, with 24,000 audited circulation, covers both the tech- 
nical and the administrative groups that control this big market. These are the 
engineers and department heads who request and use equipment and supplies, 
and the mayors, city managers and other administrative officials who control 


municipal purchases. 


THE AMERICAN CITY is the only national magazine which covers both of these 
groups. If municipalities offer a market for your products, THE AMERICAN 


CITY means business for you. 


Write for the market analysis, “Selling the City and Town Market.” 





















































for a different kind of plant exhibi- 
tion .. it has already opened. 

Meta-Mold has rented some 45 
paintings from the leading New 
York dealers, paying a tenth of the 
purchase price. The company will 
act as non-paid agent and as in- 
terest-free financing company. The 
show will be open weekends from 
the Fourth of July to Labor Day. 
For 25% down, a visitor may buy 
any painting in the collection, pay- 
ing off the balance in any terms 
agreeable, Meta-Mold paying the 
artist the full price at once and re- 
placing the sold picture with a new 
one from the same artist. 

Artists are all first rate contem- 
addition 


porary Americans. In 


Will It Sell? . . New art form. . con- 
structions . . graces art collection attracting 


6,000 customers, friends to open house. 


interest, customer interest and, sur- 
prisingly enough, artist interest 
from the advertising agency art di- 
rector to the fine artist who lives on 
his paintings, the plant exhibition 
brought surprising results. 


Fine Touch . . Can art sell castings? 


Meta-Mold hopes so . . commissions artist 


Alexander Calder to design plant mobile 


Most striking public and customer 
reaction was the frequent desire to 
buy pictures off the walls. Sparked 
by a new idea, Mr. Spaeth visited 
art dealers on New York’s 57th 
Street and came away with a plan 


to sales to individuals, Mr. Spaeth 
hopes to interest Milwaukee cor- 
porations in buying pictures for the 
local museums. If art on easy terms 
pays off with a tenth of the success 
the installment idea brought to, 
say, motors and appliances, Meta- 
Mold may find itself in the art busi- 
ness in spite of stepped-up sales of 


castings. 


the BIG magazine of the BIG construction industry 


Highways, power houses, dams, irrigation 
systems, canals, tunnels, levees, industrial and 
office buildings — big projects such as these are 
just a part of the multi-billion dollar construc- 
tion market. 

To sell this big market most advertisers choose 
CONTRACTORS AND ENGINEERS. The big 
format allows C&E to carry more editorial 
material, more pictures, more product news and 
a higher proportion of editorial to advertising 
content. That’s why it’s the BIG magazine of the 
BIG construction industry. Write for a copy and 
let it speak for itself. 


420 Leader Bldg., Cleveland 14, Ohio 


Business With Schools Is Thriving 


Schools build —Contract awards for the 6,000 
educational buildings to be started in 1953 will 
total $2,000,000,000. 

Schools consume— The activities of 34 million 
school and college students require $500,000,000 
in furniture, equipment and supplies every year. 

Schools influence product preference— In class- 
room, homemaking laboratory and shop, students 
are developing product preferences that will 
influence sales this year and for long years ahead. 
THE SCHOOL EXECUTIVE — SCHOOL 
EQUIPMENT NEWS covers the seven major 
buying groups who control educational purchases. 





Daily News Blidg., Chicago 6, Ill. 





‘. The al 
School Executive 


School Equipment News 


470 Fourth Avenue, N 
2238 BenAb 
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How to put your salesmen 


onaprospect’s ~~ 
desk... 


ene wee at 


Here’s a new, good-will 
builder that everyone wel- 


comes to the top of his desk 


Tatu MONOGRAMS: 


with your name here 
on 2-color metal plate 


constructioi 

KEEP YOUR 

NAME UP FRONT 
4 ways 


Your ad works under ideal conditions 
...on a handsome, useful gift 


No waste circulation...reach only pros- 
pects and customers 


Long-life medium...your ad lasts 5 years 
or more 


4. Low cost advertising...your ad makes 
sales calls for a fraction of a cent each 


Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
Staplers, or mail coupon today. 


TWILSON JONES COMPANY 
} 209 S. Jefferson St. Chicago 6, Ill. 


# Please send complete date explaining h 
g how 
8 can put the MONOGRAM oy to 
work on @ur prospects’ desks, Also give 
me name of my neorest stationer. 


z 
c 
3 
2 


Cc ompany 


Address 


' 


Re ce ae ae ee oe ee oe oe es me oe we oe a 
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City State 
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Close-up of $62,801.85 


Nichols Sand Reclamation Systems 


Make It Close-Up .. | 


Nu hols_ 


Sem 





Nichols tells its sales story 


with a microphotograph 


Cover story 


® HOW DO you dramatize a product, 
or its end product, when it’s too 
small to kick up much excitement in 
an advertising illustration? 

One way is to take a photomicro- 
graph, which permits spectacular 
enlargement of minute details 
Nichols Engineering & Research 
Corp., New York, has used the tech- 
nique skillfully in a campaign in 
Foundry to push the company’s en- 
gineering service and equipment for 
the reclamation of used foundry 
sand. The reclamation process aims 
at reducing foundry operating ex- 
penses 

Nichols and its advertising agen- 
cy, the Stuart Co., took photomicro- 
graphs of unused sand grains and of 
reclaimed sand grains treated by the 
Nichols process. The two kinds of 


grains showed up closely similar. 
The agency prepared an ad based 
on this idea 

A reclaimed sand grain was en- 
larged 100 times to enhance the 
jewel-like appearance of the silica. 
The jewel effect was pointed up in 
the layout simply by cutting the 
sand grain out of a glossy print and 
pasting it down on a black panel for 
a large illustration above a head- 
line, “Close-up of $62,801.85.” The 
sum might have been the value of 
a precious gem but was actually the 
savings that Nichols claims can be 
saved by a user of its sand reclama- 
tion system in a short period. The 
result was a real “stopper” ad. 

The agency had the microphoto- 
graphs taken by Martin Haggett, 
New York specialist in micropho- 





tography. The equipment used was 
a Leitz Ultropak, the film was Or- 
tho-chromatic and the prints were 
made on Azo paper under usual de- 
veloping conditions. 

One of the problems of the cam- 
paign has been to attract readers on 
a limited production budget. The 
photomicrograph was one means of 
achieving drama at moderate cost. 
Another was a simple but striking 
photo of shell mold pouring opera- 
tion, involving Nichols’ 
lamation. The photo was borrowed 
from one of the company’s custom- 
ers . . Cooper Alloy Foundry Co., 
Hillside, N. J. 

The photo was used, following the 
same format: large _ illustration, 
poster head, brief copy. 

Because it is possible to classify 
and describe the product of a Nich- 
ols sand reclamation 
“strong,” “economical,” etc., 
and at the same time convey a 
real message to the potential mar- 
ket, it was decided, with the ap- 
proval of Nichols’ president, Charles 
W. Nichols, Jr., to base the sand 
reclamation division ads on simple 
but graphic illustrations with a sin- 
gle “punch line” and a bare mini- 
mum of copy. Also, the equipment 
being offered to the market in this 
case comes under the heading of 
heavy industry and involves a con- 
siderable initial expenditure. The 
immediate objective in readership 
response, therefore, is quality rather 
than quantity. 

In addition to the division serving 
the sand reclamation market, Nich- 
ols has many other divisions serving 
diverse industrial fields. The “prod- 
ucts”: thermal processing engineer- 
ing, equipment design and construc- 


sand rec- 


system as 
“clean,” 


tion. 





Media Changes. . 
Don S. Rawlings, “a 


with Nec 


H. E. Blank, Jr. . . former 


Industry, has 





AMERICAN ME 


= ote eee ot 





MARKET COVERAGE — AMM’s horizontal circulation shows a readership of over 


30,000 management, purchasing, and operating personnel who directly control or intlu 
ence the purchases of ferrous and non-ferrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, jobbers, importers, and exporters who handle steel and/or 
other metals, hardware products, mill and factory supplies; also producers of iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; sntelters; 
refineries; ete. 

DISTRIBUTION 


Consumers of metals for manufacturing and maintenance 
Distributors, dealers, exporters, etc, 

Producers of steel and other metals 

Government Departments, trade organizations, banks, etc. 
Unclassified 


READERS 

Purchasing Agents 

Chairmen, Presidents and/or Proprietors 6,216 
General Managers 3,41 
Vice-Presidents 

Secretaries 

Treasurers 


2,042 

ADVERTISERS —— Over 300 leading sellers of steel products, non-ferrous metals, ores, 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages: 


FASTEST SERVICE of all metal-trades media—first with the latest news of the industry. 
MORE IMPACTS per 5-doy week then any other metal-trades paper. 
LOWER COSTS for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 
If you sell to the metal working industries, strengthen your advertising program 


cluding AMERICAN METAL MARKET. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industrie $ 


Sales Managers 

Works Managers and/or Supts. 

Metallurgists 

Other (largely purchasing, management, 
engineering and sales personnel) .. 3,067 


25 years--some even longer. 


18 Cliff Street New York 38, NzyY 


ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE 





Than. rofenr to 
Industrial Marketing's 
1954 MARKET DATA 
& DIRECTORY NUMBER 


for facts on 
more than 
2,400 
BUSINESS PAPERS 





editorially 


NIAA — A Challenge and a Chance 

# No one can deny that the National Industrial 
Advertisers Assn. has proved its usefulness to the 
industrial marketing field, and demonstrated its 
great value. The illustrious group of officers, di- 
rectors, committee workers, members and head- 
quarters personnel who have labored so hard and 
so purposefully through the years deserve the 
grateful thanks of the whole field. 

But neither can anyone deny that NIAA has 
not developed to its full potential, or served as 
broadly and as well as it might. The reasons were 
spelled out at Pittsburgh by both Gene Wedereit, 
the outgoing president, and Bill Sproull, the new 
president. In essence, they add up to organiza- 
tion and money. 

Like practically every other organization which 
developed from small beginnings, NIAA has 
reached a point of decision. It has gone far and 
done well; but to go farther and do better it must 
now take a ¢areful look at itself and its basic 
policies, and must be prepared to don full adult 
dress. It cannot go on much longer as it has in 
recent years . . a grown man_ incongruously 
dressed in the policies and practices which seemed 
to fit it when it was a small boy. 

Specifically, NIAA must re-examine its policies 
with regard to membership and to money. Too 
large a segment of the money the association has 
needed in recent years has come from publishers’ 
contributions and donations, frequently induced 
with at least a mild odor of sandbag. 

It would be difficult, probably, to find a busi- 
ness publisher who does not harbor some resent- 
ment against NIAA for its many ard varied 
money-raising activities. But it would probably 
be equally difficult to find a business publisher 
who would not be willing to help further the work 
of the association to the extent of the same num- 
ber of dollars .. and perhaps even a few more. . 
if the association could work out a sensible, hon- 
est, businesslike operation which removed its 
money raising activities from any implication of 
petty chiseling 

This is one problem NIAA must face up to 
squarely. Another is that the amount of money 
paid in by advertiser members . . the chief bene- 
ficiaries of the association’s activities . . must be 
increased, perhaps by establishing company mem- 
berships 

Still another pressing problem is that of main- 
taining a proper and sensible relation between 
buyers and sellers within the association, lest the 


organization lose its value to both. 
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speaking 


If these problems can be solved, as we are cer- 
tain they can, NIAA can go on to new and ex- 
panded areas of helpfulness and service. If they 
are not solved, the road ahead may be rocky. 


Concentrated Selling Is Needed 

® Despite the plainest sort of indications that 
from here on out the industrial field will need 
selling of a high and efficient order to move the 
products which it can turn out, there are still too 
many business managements which refuse to be- 
lieve it. 

Many of these managements profess to believe 
in the heightened importance of the sales func- 
tion, but in altogether too many cases the belief 
is only lip deep. Down underneath, many still 
have a firm conviction that, somehow, the prod- 
ucts they make will be sold. This has been true 
during the past 15 years, and so it is hard to blame 
people who have convinced themselves that it 
will always be true. 

As a result, there are too many companies, and 
particularly in the industrial field, to whom pro- 
duction and engineering are all-important, and 
selling and advertising are pretty much regarded 
as pleasant and maybe even helpful gimmicks, 
but still gimmicks. 

The fact is that the successful manufacturer 
during the next decade is going to be successful 
only to the extent that he merges the production 
and the selling function into one homogeneous 
whole. There cannot be a division between pro- 
duction and selling every phase of a company’s 
operations must be meshed and coordinated with 
the one basic purpose of merchandising and sell- 
ing products. Not just producing them, but sell- 
ing them. 

The wise manufacturer knows . . or should 
know .. that barring a miracle, his sales and ad- 
vertising costs are likely to go up during the next 
few years, rather than down. The reason is sim- 
ple: the job of moving industrial goods and serv- 
ices will be harder next year than it was this year, 
and probably somewhat harder the year after. 

This does not mean that business need suffer 
serious setbacks. But it does mean that the sales- 
man will not be the eagerly-awaited fellow he 
was ten years ago, or even, figuratively speaking, 
vesterday. He is going to have to sell. He is go- 
ing to need stepped-up, more efficient advertis- 
ing and merchandising to back him up. And most 
of all, he is going to need a management that 
recognizes the basic importance of the sales, ad- 
vertising and merchandising functions. 











International Harvester 


continued from page 63 Here’s Proof of Reader 
Baking Industry, Bakers Weekly, Amer- 

ican Bottler, National Bottler’s Gazette, 
ca Cola Bottler, Chain Store Age, Util- ly) 

ization, Better Roads Magazine, Construc- i i * 


Methods & Equipment, Engineering 








ws-Record, Pacific Builder and Engi 
neer, Pacific Road Builder & Engineering 





Review, Roads and Streets, Southwest 
Builder & Contractor, Western Construction. | d 
Automotive News, NADA magazine, Bus IRON an STEEL ENGINEER 
Transportation, Fire Engineering, Florist READERS RENEW 
Telegraph Delivery News, Food Engineer- 


te ima nal Grocer Bulletin, Progressive SUBSCRIPTIONS EVERY YEAR 


3TOCeI Wholesale Grocer News, Ice fl 
ream Review, Ice Cream Trade Journal, s Reader interest is what your advertising 
dollar pays for, and that is exactly what you 
are assured when you use the Iron and Steel 
Engineer. Year pt at year, subscription re- 
Journal. > newals average 95% ... unusually high... 
Butane-Propane News, Lumberman, Z ' positive proof of high readership . . . pro- 
a viding you with the best advertising buy in 
reaching and selling the iron and steel 
industry. = 


ndry Age, Linen Supply News, Na 


‘leaner & Dyer, Starchroom Laun 





ithern Lumberman, Timberman, Build 
Supply News, Meat Magazine, Na 
Milk Dealer, Milk Plant P 
Mechanization, Pit and Send for a copy of this Booklet: 
Cities Magazine, West- | "HOW TO SELL TO THE IRON AND 
Oil Daily, Oil and Gas_ | STEEL PRODUCING INDUSTRY” 

Transporter, World Oil 


Domestic Engineering, Electrical 


ric Light and Power, Public Utilities | 
ny, Tolehane ine Me zon ano Steel ENGINEER 


Telephony, Department 
American School Board ? 
eiacaea: Wikiaeas Piiindinr Heeaitiace 1010 EMPIRE BUILDING PITTSBURGH 22, PA. 
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& Ranch, Farm Journal, Farmer 
kman, Rural Farming, Southern Agri 


tureist, Successful Farming and Wash 





Preceding the actual launching of MR. EXHIBITOR! 


the campaign, IH presented the new | Meet the dairy farmers of America 
line in mid-December to district | at the INTERNATIONAL DAIRY SHOW 
managers throughout the nation at CHICAGO 
67 district meetings. A 25-minute | October 10-17, 1953 
a ¢ a 92m} . : A great opportunity for your conipany to present its products and services in the premium 

slide film and a 28 minute motion exhibit area—the main fioor of the international Amphitheatre reserved for industrial 
picture were featured in the original exhibits. 

, ots Tt ~ Oar ee | One-third of the nation's milk is produced in the 6 Midwest states closest to Chicago. 
presentation. 1e films, incidental- There are »ver 100,000 dairy farmers in a 200 mile radius. Cover this vital market 


ly, now are being used in seller- | at low cost. 


sau . . . Among the many exhibitors who have already reserved space are: 
buyer contacts by IH district man- | _— ” allied Mills tee tg 


agers Armour Kraft Foods 
ri Babson Brothers Libbey Owens Glass 
IH’s sales structure is geare Bethlehem Steel Majonnier 

went d to DeLaval Milk Foundation 
such specialized promotion. The Startine 
United States is divided into six Under proved management. A distinguished board of directors. 
For information on choice space still available 

Write — Wire — Phone 

International Dairy Show Union Stock Yards 


Chicago 9, Illinois Yards 7-5580 


motor truck sales regions . . within 
the six regions are the 67 motor 
sales districts . . while operating 
under the 67 sales districts are 183 
retail branches and more than 5,000 
franchised motor truck dealers. 
While it is too early to measure 
the effect of IH’s highly specialized, 
long range program, on the basis of 











1? rs of surveying competitive a the Real Push 
FY : : 
- rtisers enable us to RFOY Behind Sales! 


for leading adve Market Data : You'll find “‘Snips’’ a powerful 

data at low cost. See Me medium to reach over 13,000 sheet 
- formation. ~ My metal, ventilation and warm air 

rther if ¢ h 

i heating contractors See Indus- 

interest in the new line, according trial Marketing Data Book 


| at Ne. ed N seare * — 
to Mr. Peckels. : dvertise rs ts sen Snips Magazine 


5707 WEST Lane sTaeeT CHICAGO 44, LINO 


inquiries, showroom traffic, ete., 


motor truck users have shown great monthly f 
k Page 17 for tu 
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F. Morse Smith 


No ads, please! 


Just 20 years ago, F. Morse Smith startled the 
publishing world with the first issue of a mag- 
azine that refused to take advertising. Let’s 
make sure the editorial policy is sound before 
we take the advertisers’ money, was the idea. 
Industrial Equipment News takes ads now 
and has all it wants to handle. “Mo,” who 
originated a new type of publication, was a 
space rep until 1932, when H. M. Thomas of 
Thomas’ Register backed the big idea that paid 
off .. the founding of IEN. 


Mrs. Lee Worthington 


First lady 


First woman ever elected to NIAA’s board of 
directors, Mrs. Lee Worthington is director of 
advertising for Tranter Mfg. Co., Lansing, Mich. 
Our “first lady” started her business career 27 
years ago as a stenographer. Before joining 
Tranter Mfg. in 1937, she had spent several years 
in an agency in Grand Rapids. Gracious, as well 
as capable, Mrs. Worthington finds time from her 


business responsibilities to be “Mom” to her 


14-year-old daughter 


Oakleigh R. French 


A standout among the networks 


An advertising man since 1919, Oakleigh R. 
French, St. Louis agency head, may well take 
his greatest pride in the role he has played in 
the National Advertising Agency Network, 
which has concluded its 22nd annual conven- 
tion. After starting his advertising career with 
Goodyear Tire & Rubber Co., Akron, Mr. French 
spent the years from 1920 to 1931 with various 
Indianapolis agencies, establishing his own agen- 
cy in 1931. He’s been managing director of 


NAAN since 1935. 


Truman L. Clapp 


No business like show business 


After 30 years in the industrial exposition 
field, Truman L. Clapp, president, Clapp & 
Poliak, New York, feels he’s earned a rest. “No 
plans,” says Mr. Clapp. ‘Why retire if you have 
to go on making plans?” Together with Mr. 
Poliak, he established giant industrial shows that 
have been great educational efforts, combining 
exposition with “know-how” conferences. Mr. 
Clapp was a big factor in bringing industrial 
shows to their present high standing. 





industria 


August 


9-12..National Industrial Stores 
Association, Hotel Shore- 
ham, Washington, D. C. 


10-12.. Annual Convention, Amer- 
ican Transit Association, H 
tel Biltmore, Los Angeles. 


19-21.. Western Electronic Show & 
vonvention, Civic Auditori 
ium, San Francisco 


September 


5-7... National Aircraft Show, Van- 
dalia Airport, Dayton. 


20-25.. Metal Mining Convention 
Olympic Hotel, Seattle. 


21-23... Truck Body & Equipment As- 
sociation, Sheraton-Gibson 
Hotel, Cincinnati. 


21-25.. National Instrument Exhibit, 
Hotel Sherman, Chicago. 


Oct. 


28-1.. Association of Iron and 
Steel Engineers, Pittsburgh. 


29-2 .. National Electrical Industries 
Show, 69th Regiment Ar- 
mory, New York. 


§-9..Eighth Annual] 
Hardware Show 
Central Palace, 


Nationa! 
Grand 


York 


New 
October 


8-9..Gray Iron Founders Society, 
New Hote! Jefferson, St 

Louis. 

Institute of Laun 


6th 
ootn 


American 
dering, Annual 
vention & Exhibit, Shrir 
Auditorium, Los Angeles. 
Electrical Pr 
Convention 


phia. 


jress 
Hall, Philadel 


Federation of Sewage and 
Industrial Wastes Associa 
tions, Municipal (Bayfront 
Park) Auditorium, Miami. 


Textile Machinery & Acces- 
sories Exhibition, Belle Vue, 
Manchester, England. 

ws 
M 


National etal Exposition, 


Auditorium, Cleve 


19-23..4lst National Safety Con 
jress & Exposition, sessions 


shows 





n industrial satety at 
rad Hilton, Congress, Mor 
rison and Hamilton hotels 
vhicag 


MA 


20-22 .. Eighth 
Industrial 
Materials 
tion, 
Boston. 


Annual Combined 
Packaging and 
Handling Exposi 
Mechanics Building 


26-29... American Public Works Con- 
gress, Municipal Auditorium 
New Orleans. 


27-30... Paint Industries Show, Had 
jon Hall, Atlantic City. 


November 


8-11..Eighth Annual Conference 
& Products Exhibit, National 
Institute of Governmental 
Purchasing, Netherland Pla 
za Hotel, Cincinnati. 


- National Office Management 
Association Fall Conference 
& Exposition, Shamrock H 
tel, Houston. 


-Eighth All-Industry Refriger- 
ation and Air Conditioning 
Exposition, Cleveland Publi 


Auditorium, Cleveland. 


Vec 


30-5.. Chemical Industries 
tion, vommercial 
ronvention Hall, hilade! 


phia. 
December 


3-5..Illinois Retail Farm Equi; 
ment Association, Morrison 
Hotel, Chic 


7-8. 


. Exhibitors 


26-31 .. Exposition 
t 
Industry, 
ing, Boston. 
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Credits MASS TRANSPORTATION 
with sales increase 


J. 0. VINNEY, President, Speco, Inc., Cleveland, 
Ohio, says: “Sales of our anti-rust paints to 
the transit industry have increased steadily 
since we started advertising in MASS TRANS- 
PORTATION several years ago.” MASS TRANS- 
PORTATION’s circulation goes to all top execu- 
tives of transit companies throughout the 
nation. To reach the men who buy, put your sales 


sto, MASS TRANSPORTATION! 


for Name Plates 
that help sell! 


te 


Ane: you satisfied with 
your product’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you ereate standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation, Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 


SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 


PAMPHLET 
SERVICE 


4 aa n 4 
¥- aoe ad Rte -% 


How to Make ‘em Read .. Literature r 
ye dining rooms, elevat i t 


racks 


scoops in company literature 


® THE READING RACK method of em- But a certain few companies 
ploye communication is generally adopted the principle only, and went 
believed to have originated with at the matter of communicating by a 
General Motors, where it was felt reading rack on virtually a tailor- 
that informative handbooks on a made basis. One such concern was 
variety of subjects might have an H. J. Heinz Co. of Pittsburgh, now 
employe appeal. in its third year of reading rack 
It is only natural that a new em- communication. 

ploye communications device in one Heinz started its reading rack . . 
company should attract attention or pamphlet .. service in 1951. It 
elsewhere. Some concerns merely was called the “57 News Pamphlet 
looked at the established form and Service” because it was presented 
adopted it. Others learned that as an additional service of an em- 
some syndicated services had been ploye medium already soundly es- 
launched to peddle pamphlets, and tablished, the employe _ tabloid 
they took the effortless route of newspaper “57 News.” 

buying literature in bulk lots. Locations for the racks were care- 
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Industry’s relations with 
Employes/ Stockholders 
Distributors/ Suppliers 
Neighbors 





fully chosen, after several tests. 
Best spots, it was decided, were in 
the dining rooms for the factory 
employes. To reach the office per- 
sonnel, the boards were placed on 
the office building ground floor near 
the elevators. 

Each rack holds eight séts of 
pamphlets, each set in its own 
pigeonhole where the title of the 
booklet may be plainly seen above 
the encouraging slogan, “Help Your- 
self.” The backboard carries the 
words “The 57 News Pamphlet 
Service” in day-glo letters to attract 
attention, and the rack itself is var- 
nished, so that the device is orna- 
mental as well as useful. 

In most concerns, reading rack 
material is supplied on a weekly or 
semi-weekly basis. Heinz finds the 
heavy acceptance of the material 
makes it necessary for replacements 
to be made daily. By re-filling 
time, the racks are generally empty. 

The pamphlets are purchased on 
the basis of about one for every 
three employes Approximately 200 
different pamphlets have been pre- 
sented since the program was in- 
troduced. 

Heinz naturally publishes recipe 
books of various kinds. Whenever 
a new one is to be used, it makes 
its first appearance in the pamphlet 
rack, so that employes have a 
chance to have one before any other 
group. Some locations do not have 
reading racks, and in these depart- 
ments employes are able to secure 
copies of the recipe booklet through 
the employe paper, “57 News.” 

There is much employe interest 
in the “how to” type of booklet, so 
about 20° of the selections are of 
this character. Other themes in- 
clude safety, home-making, sports 
of all kinds, medicine, charity cam- 





paigns, and such subjects as com- 
munism. These all “pull” about 
equally, except for the charity cam- 
paign literature, which has a fairly 
light appeal. 

Frequent checks are made on the 
outside-the-plant disposition of the 
material. (Industrial relations de- 
partments are familiar with the em- 
ploye practice of picking up litera- 
ture at plant gates and depositing 
it in the gutter on the other side). 
However, Heinz has never found 
any discarded literature outside the 


plant gates, and holds to the obvi- 


ously sound conclusion that, if an 


employe picks up something of his | 


own free will, he usually intends 


to take it along with him. 


Although Heinz patronizes vari- | 
ous syndicated services which sell | 
the reading rack material, the selec- | 
tions are all carefully made, and | 
“pack- | 


in no sense is the project a 
age” affair. Harold W. Lauerman, 


who heads the department of em- | 
ploye publications and factory com- | 
munity relations, personally reviews | 





Communications man of the month .. 


Industrial editors turn spotlight 


on externals 


John Earl Davis . . She!! Oi 


BIN ELECTING John Ear] Davis to 
its presidency for the coming year, 
the International Council of Indus- 
trial Editors . . one of the two cham- 
bers of commerce of this growing 
profession . . paid a strong tribute 


to the external company publica- 
tion. 
external 


For many moons, the 


journal . . devoted to the interests of 
those outside the corporate gates, 
such as dealers, distributors, stock- 
holders . . has been the unacknowl- 
edged orphan of the field of indus- 
trial editing. It has been the in- 
ternal periodical, for the shop and 
office which has had the 
limelight. 

In selecting Mr. 


toilers, 


Davis, the ICIE 


with accent on sales 


chose one of the top company pub- 


lication editors of the country. As | 


the editor of Shell Progress for Shell 
Oil.Co:, 


riodical, freed of the boxcar head- 
lines and nightmarish illustrations 
which tradition regrettably identi- 


fies with certain branches of selling. 


Into the lives of gas station opera- | 


tors and others affiliated with pe- 
troleum sales, Davis has introduced 
a glow of dignity. The operators 


like it, 


and relish particularly the 


inference that everyone on the sell- | 


Exhibit 


ing end of the oil business doesn’t 
been dipped in his 
In the argot of the 
Davis's 


appear to have 
own product. 
grease pits, journal has 
class. 

One of the first evidences of the 
new emergence of the external, un- 
der the Davis administration, will be 
launching of a committee devoted 
entirely to the external company 
Marketing will take its 
therefore, in the com- 
field. It 
spell progress and growth for the 


publication. 
rightful place, 
pany publication should 
whole field. 

Mr. Davis, who 
York’s Magazine 


New 
Institute 


headed 
House 


before coming into the ICIE presi- |} 


dency, is a graduate of both the 
universities of Wisconsin and Mich- 
igan; a former newspaper reporter, 
instructor in English, pulp magazine 


editor and free-lance writer. 


he produces an impressive | 
and extremely readable dealer pe- | 





| PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


FOR VITAL 
BUSINESS NEWS 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for sample copy. 


Daily Tessvabof€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 





Working Tool of 
Pacific Northwest Business 


YOU'LL SELL MORE 


with an 


yy \ye\ 


‘Jat your Expositions, Trade 
| Shou s, Sales 
Send for Free Folder 


be 
/IVEL sarah 


96-22 43 Ave. Corona 68, N.Y.C. 


é ae a 


i 


Meetings, elc. | 
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Help For Finding New Marketing Opportunities! 


RIGHT NOW is the time to be planning your new marketing strategy to meet 
changing conditions . .. NOW, while you still have time to project the effect of 
an imminent decline in government spending and fluctuation of civilian expendi- 


tures against your own picture and that of your customers. 


Start immediately by making preliminary market evaluations through your new 
1954 MARKET DATA & DIRECTORY NUMBER. Study the latest data 
which our editors have compiled on the 87 major industrial and trade markets. 
Order the additional media-prepared market studies it offers. Write to the 
trade associations listed. Call in the business paper representatives. Get started 
now with MD&DN — your most practical starting point in locating new mar- 
keting opportunities along with the business papers best equipped to help you 


develop them. 


Here's What You'll Find in the 
1954 Market Data & Directory Number 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical distribu- 
tion of companies, and buying trends — plus a score of other 
factors significant in selling and advertising to 87 major 
classifications of industries and trades. Information is com- 
piled from government agencies, trade associations, publica- 
tions and other expert sources, with the result that virtually 
every facet of every market picture is revealed for your 
evaluation, 

2. Over 2,400 business papers, classified according to mar 
kets served, are listed with details on rates, circulations and 
mechanical specifications 


? 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


+. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in direct- 
ing inquiries for special information. 


The One and Only 5. Market studies especially prepared by business publica 
Fact-Packed Reference on tions are digested and catalogued by markets. Copies will 


be delivered to you upon inquiry to MD&DN’s Reader Serv- 


Both Markets and Media ice Department. 





For Detailed Data See 
Industrial Marketing's 
Annual Market Data 
& Directory Number 





in the advertisement of a business publication ... it means that the 

LOOK FOR publication has filed, in the MARKET DATA & DIRECTORY NUMBER, 

«< detailed facts regarding its editorial services, circulation, influence, 

THIS EMBLEM market studies, etc., and that this will be found adjacent to data on the 
market served. 
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Abernethy Publications ; 
Advertisers’ Research Service 
Advertising Age . . ‘ 
Advertising Requirements 
America Clinica 
American Artisan 
American Builder 
American Ceramic Society, 
American City, The . 
American Dyestuff Reporter 
American Engineer , 
American Institute of Electrical Engi- 
neers, The 
American Lumberman & Building Prod- 
ucts Merchandiser . . ; 
American Machinist 
American Metal Market 
American Motel Magazine 
American Restaurant Magazine . 
American Roofer & Siding Contractor . 
American Society for Metals, The 
American Society of Civil Engineers 
American Society of Heating and Ven- 
tilating Engineers, The 
American Society of Lubrication “Engi- 
neers, The . 
American Society of Mechanical Engi- 
neers, The 
American Society of Tool Engineers, 
The Insert Between 360-361 
. 221, 243 
. on 


The 


American Trade Publishing Co. 
Annual Butane-Propane Catalog 
Annual Meat Packers Guide, The 
Appliance Manufacturer . , 
Applied Hydraulics . 
Architectural Record 
ASME Mechanical 
rectory ; 
Associated Construction Publications 
Automotive Industries 61 
Automotive News 
Automotive News of the Pacific North- 
Pree 
Aviation Age 
Aviation Week 


Catalog and Di- 


Insert " Between 72-73 
rece soeenas oeen 


Conover-Mast Purchasing Directory 

Construction Bulletin 

Construction Digest 181, 
181, 
17 


311 
181 


Construction Equipment . 
Construction News Monthly 
Constructioneer _. 9 
Consulting Engineer Insert Between 304- 
Contractors and Engineers 
Cotton Gin and Oi! Mill The 133 
129 
235 
. 476 

329 

148 

148 


Press, 


Daily Journal of Commerce 
Dairy Industries Catalog 
Davison — Co. 
Deep Water oe 
Diesel Engines Inc. 
Diesel Progress . . 
Directory of tron and Steel Plants 376 
Directory of Steel Processing Plants 376 
Dixie Contractor 181 
Dodge Corporation, F. 

. 88-89, ‘91, 137, 323, 372 
Domestic Engineering 25 
Domestic Enyineering 

tory 


El Hospital 

Electric Light and Power 
Electrical Engineering 

Electrical South 

Electrical West 

Electrified Industry 
Engineering and Mining Journal 


‘Catalog Direc- 
, 2 


347 


313 
209 
205 
243 
241 
242 
336 
-217 
215 
. 470 
363 
403 


Factory Management and Maintenance 
Farm Equipment Retailing 
Farm — News 

Feal A 

Feeds iilustrated 

Feedstuffs 

Flow . 

Food Engineering 

Food Processing 

Fortnightly Telephone Engineer 
Foundry 


Fritz Publications, Inc. 


Institute of Radio Engineers, inc 
The 

Institutions Catalog Directory 

Institutions Magazine 

Institutions Publications 

Iron Age, The 

lron and Steel Engineer 

iRE Directory, The 

Irving-Cloud Publishing Co 


Jenkins Publications inc 

Jobber Topics 

Journal American Water Works 
Association 

Journal of the American Concrete In- 
stitute 


Kenney Publishing Co. 262-263, _— 
Keller Publishing Co 

King Publications 185, 207, 
Knitter, The 


Lubrication Engineering 


Machine and Tool Blue Book 
Machine and Tool Blue Book Direc 


2 
Insert Between 352- 

37 
163- 


354- 


tory 354- 


Machine Design Insert Between 144- 
366 


Machinery 6- 


Maclean-Hunter Publishing Corp. 102, 
MacRae’s Blue Book 

Marine Catalog and Direciory 

Marine Enginzering 

Marine News : 

Marine News Annual Directory 
Martin Publication, B. J 

Masonry Building 

Mass Transportation 

Materials & Methods 


Maujer Publishing Co., The 


Insert Between 304- 


McGraw-Hill International 
McGraw-Hill Publishing 
Inc 6-7, 70-71, 
216-217, 289, 313, 347, 
473, 485, Insert Between 


Company, 
425, 135, 
365 


For Detailed Information on These Publications See the 


1954 MARKET DATA & DIRECTORY NUMBER 


Bacon's Clipping Bureau 
Bakers Weekly 
Baking Industry 
Bedding ; 
Bedding Buyers’ 
Catalog 
Best Company, Inc., Alfred M. .. 
Best's Safety & Maintenance Directory 
Beverage Media 
Blast Furnace and Steel Plant 
Boat & Equipment News ; 
Boating Industry, The 
Boxboard Containers 
Bramson Publishing Co 
Breskin Publications 
Brewers Digest, The 
Brick & Clay Record 
Building Specialties 
provement Dealer 
Building Supply News 
Butane-Propane News 
Butler Typo-Design Research Center 
Buttenheim-Dix Publishing Corp. 
177, 379, 465 
Butter, Cheese and Milk Products Jour- 
nal, The 


Guide and Composite 


and Home 


28 


Candy Industry 
Canner, The 
Ceramic Bulletin 
Ceramic Data Book 
Ceramic Industry 
Chemical Engineering Progress 
Chemical Processing ; 
Chicago Thrift-Etching Corporation 
Chilton Publications 
61, 375, Insert Betweeen 352- 
Civil Engineering reid 
Clark Publishing Co. 
Clissold Publishing Co 
Coal Age ; 
Coal-Heat 
Commercial Craft Edition 
Commercial Fertilizer 
Commercial Refrigeration 
Concrete Manufacturer, The 
Concrete Products 
Conover-Mast Publications 
Insert Between 72-73. 173, 311, 
Back Cover 


353 
17 


47 
279 
12 


222, 231. 


107 


260-261 
38 


Fueloil & Oilheat 


Gardner Displays 
Gardner Publications 
Gas .. 

Gas Heat 

Gillette Catalog Service 
Gillette Publishing Co. 
Golfdom , 
Grocers Digest, The 
Gulf Publishing Co 
Gussow Publications Inc., 


174, 


44 
385 
232 


Insert Between 384- 
Don 


Haywood Publishing Co. 152-153, 395, 397 
Heating & Plumbing Equipment News 
. Insert Between 272-273 
Heating and Ventilating 
Insert Between 272-273 
Heating, Piping & Air Condition- 
ing = 262-263 
Heating Publishers, Inc 260-261, 275 
Heating Ventilating Air Conditioning 
Guide 4 : 
Heinn Company, The. 14 
Hill Publishing Company, Allen W 274 
Hitchcock Publishing Company 
. 354-355, 489 
Management. 279 
283 
474 


Hospital 
Hotel Monthly, The 
Howes Publishing Co., Inc 
Ice Cream Review, The 235 
Implement & Tractor 
Implement Record . 
Independent Petroleum Monthly 
India Rubber World 

Industrial Distribution 
Industrial Equipment News 
Industrial Finishing 

Industrial Heating 

Industrial Laboratories 
Industrial Maintenance 
Industrial Marketing 
Industrial Press, The - 
. Insert Between 272-273 
Publications, Inc. 80-81, 83, 112 
Publishing Co.. The 

146, 320, 336, 374, 430. 486 
Industry and Power Insert Between 304-305 
Industry and Welding 486 


The 


3rd Cover 
‘ 143 


Industrial 
Industrial 


Mechanical Catalog 

Mechanical Engineering 
Mechanization 

Meredith Publishing Co 

Metal Progress 

Michigan Contractor and Builder 
Mid-West Contractor 

Military Engineer, The 

Milk Dealer, The 

Mill & Factory 

Miller Publishing Co., The 
Mississippi Valley Contractor 
Modern Machine Shop 

Modern Packaging 

Modern Packaging Encyclopedia 
Modern Plastics 
Modern Plastics 
Modern Railroads 
Modern Textiles Mag:zine 
Municipal Index, The 


Back 


Encyclopedia 


National Bottlers’ Gazette 
National Miller Pubs., Inc 
National Provisioner, The 
National Roofer 

New England Construction 
New Equipment Digest 
New South Baker 
Northwest Motor 


Occupational Hazards 
Office Appliances 
Office Appliances’ 
Oil Daily, The 
Olsen Publishing Co 


Buyers Index 


The 


Pacific Printer & Publisher 
Packaging Parade 
Panamerican Publishing Co., Inc 
Paper and Pulp Mill Catalogue 
Paper Industry, The 
Patterson Publishing Co 
Penton Publishing Co 
303, 363, Insert 


284 
The 
Between 144- 
Petroleum Engineer, The 
Petroleum Processing 
Petroleum Refiner Insert 
Pit & Quarry 


Between 


784- 


305 
19 


191 
387 


412-413 


Cover 
242 
181 
359 
399 
399 
407 
407 
421 
476 
379 


225 
241 
247 
93 
181 
303 
1 
66 


320 
438 
438 
391 
235 
415 
395 
193 
403 
403 
433 
145 


368-369 
389 


387 
385 
105 


Pit & Quarry Handbook lll 
Plant Engineering 315 
Pocket List of Railroad Officials, The 423 
Power .. Insert Between 412-413 
Power Engineering 41 
Practical Builder 
Practical Publications, 
Precision Metal Molding 
Proceedings of the 1.R.E 
Product Design & Development 
Product Engineering 

Product Engineering & Manzgement 
Production 
Public Utilities 
Public Utilities 
Public Works 
Purchasing 
Putman Publishing Co 


Inc 


163-166 
141 
135 
351 
Equipment 325 
Fortnightly 159 
Reports, Inc 159 
381 


4 
119, 215 
Insert Between 424-425 


and = Publication 
423 


Railway Age 
Railway Equipment 
Co., The 
Railway Freight Traffic 
251, Insert Between 424-425 
Railway Locomotives and Cars 
Insert Between 424-425 
Railway Purchases and Stores 427 
Railway Sigvaling & Communications 
Insert Between 424-425 
Industry Yearbook 
Insert Between 424-425 
and Structures 
Insert Between 424-425 
139 
175 
102 


Railway Supply 
Raiwwa y brack 


Reinhold Publishing Corporation 

Roads and Streets 

Rock Products 

Roofing, Siding & Buiidiny Specialties 
Manual 

Rubber Age 


95 


SAE Journal 

Safety, Maintenance and Production 

Saturday Evening Post, The 

School Equipment News 

School Executive, The 

Screw Machine Engineering 

Screw Machine Publishing Co., 

Shipping Management 

Siebel Publishing Company 

Signalmain’s Journal, The 

Simmons-Boardman Publications 

84-85, 251, 327. Insert Between 424-425 

mith Incorporated, Harry 

Smith Publishing Co., W. R. C 

Snips Magazine 

Society of Automobile Engineers The 

Southern Advertising and Publishing 

Southern Automotive Journal 

Southern Building Supplies 

Southern Chemical Industry 

Southern Food Processor 

Southern Garment Manufacturer 

Southern Hardware 

Southern Industrial Directory 

Southern Jeweler 

Southern Lumber Journal and Building 
Material Dealer, The 2' 

Southern Plumbing, Heating 
Conditioning 

Southern Power and 

Southern Printer, The 

Southern Pulp and Paper Manufacturer 

Southern Statianer and Office Outfitter 

Southwest Builder and Contractor 

Steel Insert Between 368 

Steel Processing 

Steel Publications 376 

Successful Farming 199 

Super Service Station 67 

Sweet's Catalog Service 91, 137, 323, 371 


Inc 


and Air 
2 


Industry 


181 
369 
376 
Inc 


315, 411 


Technical Publishing Co 
167 


Tele-Tech & Electronic Industries 
Telephone Engineer and Management 470 
Telephone Engineer Publishing Corp 470 
Texas Contractor 181 
Textile Bulletin 475 
Textile Industries 12 
Textile World 473 
Textiles Panamericanos 193 
Thomas Publishing Co 321 
Thomas Register 321 
Time International 195 
Too! Enyineer, The Insert Between 360-361 
Traffic Service Corp., The 2nd Cover, 249 
Traffic World 2nd Cover, 249 
Transportation Supply News 2nd Cover 


299, 


Utilization 335 


Vance Publishing Co 87, 490 


The 
the Steel tn- 


Wall Street Journal 

Watkins Cyclopedia of 
dustry 

Welding Engineer, 

Welding Journal 

Western Builder 

Western Construction 

Western Industry 

Western Union 

Wilson-Carr Publication 

Wood and Wood Products 

Wood Working Digest 

World Oil Insert Between 384- 385 


The 
The 
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A TRULY DIFFERENT 
GIFT or PREMIUM 


TWECO SQUEEGEE-SCRAPER 
ONE SIDE—A SCRAPER 
OTHER SIDE—A SQUEEGEE 


This unique, dual-purpose, win- 

dow tool makes an ideal gift or 

premiem. Canvas base Bakelite 

scraper blade won't scratch 

gloss; quickly removes 

ice, sleet, snow, and 

bugs. Mold-bonded rub- 

ber squeegee rids wind 

shields of steam, fog, 

and water. Supplied in 

assorted colors, imprint 

ed with your name 

lorg lasting. Low priced. Write 
for full details 


TWECO PRODUCTS COMPANY 
PLASTICS DIVISION 
1450 S. Mosley St., Box 666, Wichita 1, Kans. 





IF YOU ‘“‘WANNA" REACH 
THE CHAIN SAW USER... 
“Ya Gotta’’ USE 


CHAIN SAW AGE 


Mailing list of 75,000 chain saw users 
available to advertisers. (Classified list 
by make and model of saw used avail- 
able at extra cost.) 


Jim Conroy, Editor, Publisher 
CHAIN SAW AGE 
Box 6654, Portland 66, Ore. 





if you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


for over 67 years the leading 
journal of the coal industry 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 





PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re- 
porters provides effective way to obtain on-location 
photos, reports and releases for advertising, edi- 

torial and research purposes. 
For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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all the material before it is ordered. 

The reading rack program hinges 
on the “57 News,” which Lauerman 
edited for some years and which he 
still supervises. This, the company 
feels, is the focal point of its com- 
munications program. In some re- 
spects it resembles a small town 
newspaper in content, with lively 
news and picture stories, and sev- 
eral readable departments. The 
publication is a tabloid because the 
editors feel they can include late 
news right up to press time. Special 
editions for special events are quite 
common, and for news that demands 
quick handling through the factory, 
the “57 News” staff presses the 
plant bulletin boards into service. 
These boards are another respon- 
sibility of the employe publications 
department supervised by Lauer- 
man. The employe journal was one 
of the first to introduce a women’s 
page, and this has remained an ex- 
tremely popular feature. Through 
the department, women readers are 
offered free patterns for dresses, 
sweaters, doilies etc. Inexpensive 
premiums are sometimes offered on 
a write-in basis, and recently more 
than 900 readers wrote in for a 
miniature Heinz billboard which is 
included in sets sold with Lionel 
electric trains. 

Lauerman, ‘who keeps his ear 
close to the hearbeat of his readers, 
likes to know what their reading 
preferences are, and he feels that 
the continuously high response to 
the reading racks shows that he’s 
on the right track. If a pamphlet 
doesn’t attract any interest among 
employes, he points out, then he 
has made a bad guess and must 
watch out for it the next time. 

“People are extremely frank in 
voicing their views,” Lauerman 
says. “There is a curious belief 
among some individuals in the field 
of employe communication that em- 
ployes are shy about expressing 
opinions. I’ve never found it that 
way. 

Once they feel that you do have 
a genuine interest in their view- 
point, they are glad to share it. So 
our reading racks, our employe pa- 
per, our manuals and _ bulletin 
boards . . 
reflection of what our people tell 


all these are actually the 


us they like.” 


’ . 

Don Gussow Publications, Ine. 
Information Headquorters of the Billion Dollar industries They Serve 
CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St., N.Y.C. * MUrray Hill 7-8771 
CHICAGO 30 North LaSalle Street (Rankin 2 9052) 

SAM FRANCISCO Sempron Reilly, Lid 703 Market Street (DOugias 2 4994) 
LOS ANGELES Sompson Revity, Ltd, Maticdurton Buriding (BUndwh 61179) 











Swing your 


Sunday Punch 


in the BIG 
August Issue... 


August Buyers Guide Issue of "Concrete 
Manufacturer’ is vital to every manufac- 
turer who has a stake in the Concrete 
Industries field. Highly regarded—kept 
throughout the year—referred to time 
and again as buying decisions are being 
made. 

Products listed alphabetically in the 
Buyers Guide section. Advertisers 
identified in bold type. 

Here's the place to swing your Sunday 
punch! Use a spread or multiple pages 
—use color, too, to accentuate your 
product story. 

Make space reservation NOW to as- 
sure choice position in this important 


issue. 
Forms close July 16 


Concrete 
Manufacturer 


431 $. Dearborn St., Chicago 5, Ill. 











Index to Advertisers 





*Advertisers’ Research Service .. 135 

*American Artisan 

*American Builder 

*American Ceramic Society 
American Chemical Society, 
The 

*American City, The ... 

*American Metal Market 

*American Society of Civil 
Engineers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .. Insert Between 32-33 
American Telephone & Tele- 
graph Co. 

Analytical Chemistry . 

*Annual Meat Packers Guide .... 

*Appliance Manufacturer 

*A.S.M.E. Mechanical Catalog and 
Directory 

Associated Business Publications, 

*Associated Construction Publica- 
tions , arate me 

* Aviation Age ie 


*Bacon’s Clipping Bureau 

*Best Company, Inc., Alfred M. . 
Black Diamond ame 
*Blast Furnace and Steel Plant .. 
Bottling Industry 

*Bramson Publishing Co. .... 
Business Week Insert Between 80- 81 


Cahir Publishing Co. .. 
Cantine Co., The Martin 
*Ceramic Bulletin 
Chain Saw Age 
Chemical & Engineering News .. 
Chemical Engineering Catalog .. 
*Chemical Engineering Progress. 8 
Chemical Materials Catalog .. 17 
Chemical Week ... 94-95 
*Chicago Thrift- Etching Corp. ee) 
*Chilton Publications .. .. 90-91 
*Civil Engineering .... a 
Clark-Smith Publishing oe... 8 
Cleaning and Laundry World .. 27 
*Concrete Manufacturer, The .... 142 
*Conover-Mast Corp. . 
‘ . 68-69, 92, 115, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory ... PY rae 
*Construction Bulletin . 1h 
*Construction Digest ieee core 
*Construction News Monthly 111, 144 
*Constructioneer ....... ae 
*Consulting Engineer ... 
Insert Between 48-49 
*Contractors & Engineers .... 130-131 
Contractors’ Electrical endl 
; 1S 


*Daily Journal of Commerce 
*Dixie Contractor, The 
*Domestic Engineering 


Eastman Kodak Co. 
*Electric Light & Power .. 
Electrical Equipment 
Electrical Manufacturing 
Electronic Equipment . 


*Engineering & Mining Journal 
. 2nd Cover 


*Factory Management & Main- 
tenance ...... Fea . 58-59 

*Food Engineering bres; 108-109 

*Fritz Publications, Inc. ; ,. aae 


Gage Publishing Co. 86-87 
*Gardner Publications .......... 45 
*Gas . 39 

General Exhibits & Displays, Inc. 127 
*Gulf Publishing Co. .. 65, 89 
*Gussow Publications Inc., Don . 142 


*Haywood Publishing Co. ..... 28- 

*Heating, Piping & Air 
Conditioning 

*Hitchcock Publishing Co. . 


*Implement Record .... at 47 
*Industrial Equipment News .... 31 
*Industrial Heating re. 
*Industrial Marketing 120- 121, 140-141 
*Industrial Press, Th 40-41 
*Industry and Power ... 

_. Insert Between 48-49 
*Institute of Radio Engineers, 

Inc., The ; 107 
International Dairy Show .... 135 
Interstate Photographers 

*Tron Age . 
*Iron & Steel Engineer oe 
Ivel Corp. 


*Jenkins Publications, Inc. 
*Johnson, Inc., Franklin H. 


*Keeney Publishing Co. 
*King Publications . 


*Machine and Tool Blue Book 35 
*Machinery ... 

*Maclean-Hunter Publ. Corp. 22-23 
*MacRae’s Blue Book . facing page 81 

Marsteller, Gebhardt & Reed, 

7 18 
*Mass Transportation eee 
*Maujer Publishing Co. . 

_ Insert Between 48-49 
*McGraw-Hill Publishing Co., Inc. 
, 2nd Cover, 

43, 58- 59, 76- 77, 85, 94-95, 108-109, 

122, 3rd Cover, Insert Between 80-81 
*Mechanical Catalog : ; 26 

Metal-Working ... Syicens: ie 

Meyercord Company, The ...... 129 
*Michigan Contractor & Builder’. 111 
*Mid-West Contractor . . 111 
*Mill & Factory 68-69 
*Mississippi Valley Contractor 111 
*Modern Machine Shop . 45 


National Business Publications, 
Inc. , 116-117 
National Industrial Adv. Ass’n. . 125 
*National Provisioner, The ... 33 
*New England Construction 111 


Oil and Gas Journal, The .... 73 


Palm, Fechteler & Co. 12 
*Panamerican Publishing Co. 46 


*Paper & Pulp Mill Catalogue 

*Paper Industry, The (Formerly 
The Paper Industry and Paper 
World) ... ‘ 128 

*Petroleum Processing 

*Petroleum Refiner 

*Plant Engineering 

Plumbing & Heating Business 

*Power ; 

*Power Engineering 

*Preceedings of the I.R. E. 

*Product Design & Development 

*Production Engineering & Mgmt. 

*Public Works . 

*Purchasing 


*Railway Age 

*Railway Locomotive and Cars 

*Railway Signaling and Communi- 
cations 

*Railway Track and Structures 
*Reinhold Publishing weet $7,352.38 

*Rock Products . . 22-23 


*SAE Journal . 
*Safety, Maintenance and 
Production ; 
*Saturday Evening Post, The 
*School Executive, The 
Sickles Photo-Reporting Service 142 
*Simmons-Boardman Pub. Corp. 
57, 98-99 
*Smith, Inc., Harry W. 48 
*Smith Publishing Co., W.R.C. 112-113 
*Snips Magazine ... 135 
*Society of Automotive Engineers, 
The . “ar 79 
Southern Hospitals 50 
*Southwest Builder & Contractor 111 
*Steel Processing ; 144 
*Steel Publications, Inc. 144 
Sutton Publishing Co., Inc. 


13, 34, 15, 51 


*Technical Publishing Co, 6-7, 104-105 
*Texas Contractor 111 
*Textile Industries 112-113 
*Textile World 3rd Cover 
*Textiles Panamericanos 46 
*Thomas Publishing Co. 1, 31 
"Thomas Register 1 
*Tool Engineer, The 

Insert Between 32-33 
Tweco Products Company 142 


*Utilization 
*Vance Publishing Corp. 


*Wall St. Journal 
*Watkins Cyclopedia of the Steel 
Industry 144 
*Western Builder 111 
*Western Construction 47 
“Western Industry 47 
Western Metals 25 
*Western Union 42 
Wilson-Jones Company 132 
*Wood and Wood Products 32 
*Wood Working Digest 19 
World Oil 65 


1 see The Annual Market Data & Directory Number 





BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business paper 
devoted to articles concerning the making 
and rolling of steel. 

Read by the executives and key operating 
officials of the steel plants in all parts of 
the world. A.B.C. — A.8.P. 


STEEL PROCESSING 


—A monthly semi-technical busi paper 
devoted to orticles on Forging, Heat Treat- 
ing, Stamping, Forming and Welding. Read 
by the executives and key operating officials 
in steel processing plants throughout the 
world. C.C.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. 





Advertising rates on ony of the above on 
request. 
Directory of Iron and Steel 
Plants 


—Published annually. 
Price $15.00 postpaid. 


Directory of Steel Processing 
Plants, 1952-53 edition 
available 


—Published periodically. 
Price $15.00 postpaid. 


Publishers 
STEEL PUBLICATIONS, INC. 


4 Smithfield Street 
Pittsburgh 30, Pennsylvania 


- «+ were placed in Construction News 


Monthly during 1952. These adver- 


tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 

bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 








144 / indus trial Marketing 


Which ad 
attracted 
more readers? 


® THE FULL-PAGE product ad at- 
tracted more readers than the half- 
page handbook ad. 

But on the basis of cost ratio, the 
between the two ads 
slight. The half 
page pulled almost as many readers 


differences 
were relatively 
for the money spent as did the full 
page. 
above average for the issue. 


Cost ratios of both ads were 


The product ad attracted nearly 
three times as many “noted” read- 
ers. Noted readership comes large- 


Product 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 64 


ly from the illustration. This illus- 
tration was of interest to a greater 
number of persons than was the 
handbook. 

The handbook offer was well read, 
which isn’t surprising in a _ trade 
field where job performance re- 
One out of 
ten readers saw the handbook ad 
and half of these read most of the 


quires much reading. 


copy. 
The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


Handbook 
Seen- 


Noted Assoc. 





A) Noted denct 
readers who, when ir 
remembered having see! 
or not they associated 


name of the product or advertiser 


 S') Seen-Associated denotes the per 
cent ol readers whe sala the y remember i 


the ad and ass 


2) Read Most denctes ' 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
le) for a specific ad and the 

median average cost for 

the same issue. A “Noted” 

75, ior example, would mean 

‘stopped” 75% more readers 
1r than par for the issue, par being 

00 and representing the median average 
“ost above 100 is above 


100 is below average. 





Colloids Co. receives 

inquiry .. eight years later 
® PORT HURON, MICH. Personnel 
at the Acheson Colloias Co. were 
when they re- 


stumped recently 


ceived an inquiry from Athens, 
Greece. 

The inquiry was in the form of a 
clipped coupon from an ad in the 
November, 1945, issue of Electronics 
magazine. 

Since literature and_ personnel 
had long since changed, the Acheson 
Company asked its agency, John 


Mather Lupton Co., Inc., New York, 


to see if it could track down the ad. 
The agency located the right ad, 
and the inquiry was handled. 


New Orleans exporters elect 
Harry Husser president 
® NEW ORLEANS .. Harry C. Husser, 
Harry C. Husser Co., has _ been 
elected president of the Export 
Managers Club of New Orleans. 
Other new officers include W. 
Gaines Seaman, L. S. Isacks Lum- 
ber Co., first vice-president; Clar- 
ence L. Dupre, Jr., C. L. Dupre & 


Son, second vice-president. 





a much-quoted editorial feature gives 


UNUSUAL PULLING 


POWER 


to Textile World’s Annual Mill Check-up Number 


The lead article in this November “Annual Mill Check-up 
Number" will contain the 1953 figure on capital investment 
by textile mills in equipment and buildings. This TW esti- 
mate has become an important index of textile-mill mod- 
ernization in many economic and financial quarters and is 
often quoted. Readers find the details of this investment 


analysis valuable in appraising their competitive situation. 


Occupying over 40 pages in this November issue will be 
the annual illustrated review of textile-mill equipment and 
supplies, covering items made available to the industry 
during the previous 12 months. A recent survey of reader 
preference showed a six-to-one demand for continuance 


of this featured round-up of new equipment. 


Such confirmed evidence of reader interest means strong 
pulling power for this 1953 check-up number. Readers will 
turn both to its editorial and advertising pages for help 


toward lower-cost textile manufacture. 


As a bonus in reader interest will be a 10-page coverage 
of the annual meeting and exhibition held in Chicago by 
the American Association of Textile Chemists & Colorists, 


the major wet-processing organization. 


This all-around issue should be on the calendar of all sup- 
pliers to the textile industry! Let us hear from you now what 


space to reserve. Issue closes on October 5. 


FIRST in circulation 
FIRST in buying-power penetration 
FIRST in readership 


FIRST in advertising volume 


TEXTILE WORLD 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 
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93,000 Calls for Help! 


82° 93,000 sales leads... 93,000 


opportunities to land a contract! 
Here is an aviation d rm engineer with a problem. Like his 
fellow engineers and scientists in every phase of aviation, 
progress to him means thousands of probler 1S questions 


both large and small which he must answer 


In the past 12 months, men like him have used the Reader 
Service facilites of AVIATION AGE to send 93.000 calls for 


93,000 invi- 


help tO aviation manufacturers and suppliers 


tations to sale 


If your product fills a need in the aviation market, you should 
be getting your share of these sales producing inquiries, 


If your advertising is now reaching AVIATION AGE’s 30,000 
“technical-management”’ readers, check your sales depart- 
ment’s record of inquiries trom these potential buyers And tt 
you're wef reaching these important people, ask your local 
AVIATI( YN AGE representative to show you the number of 


inquiries your Competitors are getting. 











